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Advertising in WOMAN’S OWN fanks 
with the most powerful publicity forces 
anyone can emplcy for increasing sales 


to women! 


woman's own 
2,515,457 


AUDITED NET SALE (JAN-JUNE 1955) 
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Analysing the 
doctors’ mail 


Sian.—-In doubting your con 
tributor’s statement that doctors 
receive seven to eces of 

fterature a day. you es] 
dent R. F. Bill (Nove r 4 


bases his 

premises 
In the last five years or so a 

great change has taken place. At 

one time reguiar Maliinegs 

the 50,000-odd doc ma gea tk 


THIS WEEK 
Launching the Shealler pen in 
Britain—page 22. 
NEXT WEEK 


A woman's view on advertising 


argument on false 


appeal. 
practice m this count were 
common To-day they are the 
exception Broadly speaking, 


reguiar mailings are now to on 
about half that figure 

This drastic reduction in ti 
number mailed has been mack 
possible by a more efficient 
method of classifying doctor 
Half Mr. Bill's figures can ther 
fore be writien off at once. 

Mr. Bill also overlooks the 
fact that posting days numbc 
only five per week, not seven 
Make allowance for holidays and 
one has a maximum of 250 post 
ing days a year If 25,000 
doctors receive the very max 
mum quoted by your contributo: 
we have this sum: 250 days by 
10 mailing pieces by 25,000 doc 
tors. The resulting total of 624 
million ws considerably less than 
half the 150 million imagined by 
Mr. Bill 

Again, the suppositions which 
lead your correspo to con 
clude that there 
firms who regularly mail the 
medical profession seem cqually 
at fault Our researches show a 
very different picture. The num 
ber of those who do the own 
maihng plus the number sefved 


ra 
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To The Editor .. Fast 


GOSPEL OAK WORKS, OAK VILLAGE. 
MANSFIELD ROAD, LONDON, N.W.S 


by this company, alone amount 
to more than 25 
In addition we know for a fact 
of at least another dozen firms 
whose mailings are shared be 
tween other addressing houses 
And these are only the biggest 
users of medical mailing. There 
are probably three times as many 
again who mail doctors occasion 
al or who mail them period 
C on matters unconnected 
with medicine 
As to Mr. Bills exhaustive 
study of doctors’ mail, I can 
suggest that he has studied 
wrong doctors, for as was 
~ointed out in your footnote last 
seck. even a house surgeon 
ved about 20 pieces a week 
double Mr. Bill's figure. Simi 


arly J. W. W. Cassels’ estimate 
f “shghtly over two pieces a 
la ts just as unlikely. for if it 
were true why should doctors 


complain, as some of fhem do in 
the medical press, that they are 
mundated with advertising litera 
ture 
All the evidence goes to show 
that some 25,000 doctors (mainly 
GPs and consultants) do reccive 
sbout seven or eight mailing shots 
a day, and receive them five days 
» week for 40 and more weeks of 
ec year. The remaining 25,000- 
dd receive about half as much 
in not drawing this distinction 
vetween GPs and others your 
ntributor perhaps failed to be 
ificiently specific, but one can 
hardly dot every “i” and cross 
every “t” in one short article 
Aian G. NICHOLLS, 
Managing director 
Medical Mailing Company Lid 
I ndon wis 


Vedical mail— 
£407,866 
estimated 


Sin.—I would like to reply to 
our corresposdent who goes to 
some length to explain by mathe 
matical calculation that dectors 
lo not receive anything like seven 
meces of medical promotional! 
naterial through the post ever) 
da 

Although the total number of 
doctors resident in the United 
Kingdom is about 58,000, the 
Nective mailing st used by 
nost pharmaceutical companies 
s something in the region <« 
19.000. the remainder of the tota 
being divided between Universit 
‘staffs, doctors engaged 1 the 
red, etc Assu 


ms, re 
g that the doctor is given the 


privilege ol enjoying some 
icisure time on Saturdays and 
Sundays, the number of actual 
mailing days is restricted to four, 
simce if is not usual, at least, to 
mail on Sunda) 

Taking the figure of seven 
mailings a day as a basis for 
calculation this would imply that 
some 133,000 pieces of literature 
ure «Oomailed daily, or 532,000 
weekly, and over a period of 46 
WEeAS most companies usually 
do not mail during the holiday 
period of August and norma! 
give the Post Office a two-week 


break at Christmas), 24,472,000 
a year 
A well-presented piece ol 


literature can be sent out for as 
little as 4d ncluding postage 
which would put the figure spent 
on direct ma idvertising a! 
£407,866 a year—very much less 
than the figure £2,250,000 
mentioned by your correspon 
dent This amount would be 
shared between 30 pharmaccu- 
tical and perhaps 10 other com 
panies, ¢.g., surgical dressing 
manutacturers, surgic: nstru 
ment, medical photography and 
disinfectant companies, etc 
G. L. Davies, 
Promotion manager 
E. R. Squibb & Sons Ltd., 
Old Bond Street, wil 


Don’t shoot the 
lecturer... 


Sin. Why is BE. Freeman-Keel 
October 28) so “stuffy” about 
lecturers contacting him? If, as 
he suggests, one needs to create a 
firm. foundation for educating the 
younger generation surely a lec 
turer should not be criticised for 
trying to get information? 

He should remember, whether 
me lectures about advertising in 
general. or one aspect of it, retail 
display can often only be given a 
imited amount of time 

Take media, for example 
Here a lecturer has to cover 
national and provincia] news 
papers (daily, Sunday and even- 
ng), Magazines, trade and techni- 
cai press, outdoor advertising 
direct mail, exhibitions, films 
IV. etc., as well as retail display 

He may only have 10 hours or 
less lecture time at his disposal 
As press advertising must neces 
sarily occupy 4 great proportion 
of his time he wi e doubt be a 
specialist in this mediun Is he 


to be 


ritictsed because he gOc¢s 
to a great deal of trouble to get 
the greatest possible amount of 


information from presumaDiy ) 


SILK SCREEN 


the most authoritative sources on 
the subject he may not know as 
thoroughly ? 

I have been organising adver 
tising lectures to students for 
quite a few years now and always 
advise lecturers to contact media 
owners and specialist service 
organisations | have always 
found them most helpful 

Mr. Freeman-Kee! should have 
second thoughts The lecturers 
make little. if any, profit. often 
getting less than £1 for a lecture 
that takes four or five hours to 
prepare and one hour to give 
Lecturing in advertising is a 
labour of love 

R. M. Davies 
Sterling Advertising Ltd., 
Birmingham, 4 


Fighting talk 


Sim,—Congratulations on your 
comment “Hands off Advertis 
ing” (November 4). The critics 
must be answered before it is too 
late 

Our very success is being taken 
as a sign of moral degeneration 
and the root of economic crisis 

It is not enough to be success 
ful. Our morals and methods in 
terms of service to the com 
munity must be above reproach -; 
we should forcefully proclaim at 
every opportunity our willingness 
to contmue to make them so 

Curve Hicks 
Brownlow Road. 
Croydon, Surrey 


On the border 


Sir.—In your issue of Novem 
ber 4 appears an advertisement 
irom the Berwick Advertiser 
claiming to be England's “most 
northerly newspaper The Ber 
wick Journal is aiso published in 
Berwick, the most norther 
town in England 


Acex C. A. STEVEN 

Managing director 
Northumberland and 
Berwickshire Newspapers Lid 


POINT-OF-SALE 
DISPLAY AND SHOWCARDS 
FINE QUALITY SILK SCREEN PRINTING 


A battery of fast Fine Showcards and 
mca Petr nd ee 
of Signcrate princ a manner 
| pe 
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“CONTACT” WITH BRADFORD 
PURCHASERS 


No need to look far to see why Bradford 
is one of the best and most concentrated markets 
in the country. Here are the facts to prove it: 


BANK CLEARANCES... . .. . €148,260,000 ( jan.-Aug. 1955) 


GAVINGR . wen ctbeee rs svns- “2G 


EMPLOYMENT. .. . . . 149,332 (Males 87,657 Females 61,675) 
oo A ee ee ee ee ee 


RETAM. OUTERTS « se aesesvensenrss 2 « sew 


RETAIL TURNOVER. . . £40,654,000 or approx. £427 per family 


PRINCIPAL INDUSTRIES. TEXTILES, ENGINEERING 


Need we elaborate’? There is ample evidence here to show that 
Bradford is a rich ground to cultivate. 

Bradford has two daily papers. Between them they cover over 91°, 
of the homes in Bradford and spread out far beyond the city. No 
other media enter so many homes in this area, are so well 
received, or give a closer “contact” with potential customers 
because they are Bradford's own papers 


Che Dorkshire Observer 
Celegraph « Argus 


EVENING, 126,167 
TWO OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Three problems ' 


national advertiser has 


to face. How to reach the woman of comfortable 
means. How to re ler on a national scale. How 
to reach her at reasonable cost. 

WOMAN'S JOURNAL gives you—in a single monthly 


magazine—a nation-wide well-to-do 


of 


gives you this coverage 


coverage 
women. What's more. i 


at remarkably low cost 


More than 250.000 copies of WOMAN'S JOURNAL are 


bought each month at 2/6 


read with deliberation 


A. W. Barnett, Adverti«e: t Dir Amalgamated 


Press 


and invariably passed on, so that readership is 
far in excess of sales. You're in the best of markets, on 


the best of terms. in WOMAN'S JOURNAL. 


High Sales: Low Rate 


WOMANS JOURNAL 


CERTIFIED NET SALES 259,876 - 


' Selective Readership 


PAGE RATE £400 
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FRIDAY, NOVEMBER I1, 1955 


‘MIRROR’ TAKES CONTROL OF THREE 
KEMSLEY PAPERS| 


‘Express’ challenged in Scotland: | 


Rumours about Manchester grow 


C LIMAX to a week of rumours concerning major national 
newspaper developments was an announcement that the 
Mirror-Pic Group had acquired from Kemsley Newspapers 
Ltd. the controlling interest in the Scottish Daily Record and 
Evening News Ltd. 
This surprise Mirror move north of the border marks the 
beginning of a new phase in their battle with Beaverbrook 


Newspapers. 
George Cooper is 


TOP: MORE TO COME 


Further major changes at the top of the Beaverbrook Newspaper 


Kemsleys state that they are 
- 
ABC ad chief 


retaining a financial interest in 
the three Scottish papers affected 

ABC Television Ltd. have 
named their advertisement con- 
troller. He is George A. Cooper, 
at present Hulton Press Ltd. 
advertisement controller, who will 
take over next month. 

Details of the appointment, and 
an outline of the advertising 
policy of 
ABC Tele- 
vision Ltd., 
were given on 
Tuesday by 
managing di- 
rector How- 
ard Thomas. 
“We intend 
to make com- 
mercial TV a 
national 
proposition” 
he said. “Our 
Midland and 
Lancashire 
audience will 
out-number the London audience, 
even without the eventual addition 
of Yorkshire.” 

Mr. Thomas referred to net- 
working and advertisement rates. 
@ In co-operation with Associated 

Television Ltd., an attempt will 

be made to provide a “ limited 

amount” of national network 
commercials during peak times. 
@ Rate cards will be issued soon. 

Efforts to keep rates to a little 

more than London week- 

end rates will be made. 


George Cooper 


This link between the two pub- 
lishing houses has led to further 
speculation about future possi- 
bilities. 

Meanwhile, changes at the top 
of the Express organisation—and 
more to come—were being an- 
nounced (see columns 3 and 4). 

Fleet Street had been alive 
with rumours about Kemsley 
developments. Two stories per- 
sisted : 

1. That the Daily Dispatch 
would cease publication in Man- 
chester when the Mirror prints 
at Withy Grove later this month. 

2. That the Sunday Chronicle 
would be amalgamated with the 
Empire News (as reported last 
week) at the same time as the 


@ Continued on page 6 


organisation are expected to follow the announcement this week of 
important moves at executive level in the managerial and publicity 


spheres. 

Heading these is the move of 
Alex H. Bruce, general manager 
of Beaverbrook Newspapers in 
Scotland, to “a high managerial 
position in London.” 


Other promotions involve: 


R. N. Bruce-Lockhart, hitherto 
in charge of Evening Standard 
publicity, who now becomes 
manager of the Manchester edi- 
tion of the Sunday Express ; 


John R. Robertson (son of 
E. J. Robertson, chairman of 
Beaverbrook Newspapers), man- 
ager of the Sunday Express in 
Manchester, who has been trans- 
ferred to London to become an 


assistant 
Express ; 

H. M. Stephen, manage 
the Scottish Sunday Expr 
Glasgow, who becomes manag: 
Scottish Daily Express 

E. T. Russell, who moves | 
the Beaverbrook Newspapers 
publicity department in London 
to become manager of the 
tish Sunday Express . 

F. C. Dench, manager of the 
Evening Citizen, Glasgow, wh. 
has been appointed to the board 
of that paper ; and 

Albert A. Asher, pu! 
manager in London whe 


@ Continued on page 6 


manager of the D 


THE 
COUNTY PAPER OF KENT 
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‘More overseas publicity is needed for 


British industry’ 


MIDLANDS TY STATION ‘MAY OPEN 
IN FEBRUARY’ FBI TOLD 


The importance of more positive publicity abroad for 
British cars and British industry had been emphasised by a 
report prepared for the British-Swedish Chamber of Com- 
merce, W. P. N. Edwards, director of home services and 
information for the Federation of British Industries told an 
FBI conference in Birmingham last week. 

The conference, on “Public Relations for Midland Indus- 
try,” was attended by some 300 Midland industrialists and 
public relations officers. 

The two independent Swedish that it was not yet possible to 
marketing experts who had pre say exactly when commercial 
pared the report, said Mr. Ed IV would come into operation 


wards, had indicated that one of in the area. 

the main reasons for a recent ‘All I can say,” he concluded, 
decline in British car sales in is that it is likely to be some 
Sweden was “an utterly unscru date in February.” 


pulous propaganda campaign” by 


“Never let us 
the Germans against 


British the importance of the local and 
national press,” said Howard 
Marshall, chairman of the FBI 
publicity committee, in his open- 
ing address to the conference 
Speaking on “Telling Indus- 


under-estimate 


cars 
They reported that articles and 
letters decrying British had 
n appearing in Swedish news 
papers and motoring journals 


cars 


It all bears the marks of an try’s Story at Home,” he said he 
inspired propaganda campaigi thought that every firm had a 
he said, and added: “It shows the story to tell. but some did not 
mportance of positive puDlicit know how to tell it 
for British cars and British indus- 


rena “It sometimes needs an expert 


» tell us where the news lies 
(Since lasi week's confer That expert is a newspaper 
the Society of Motor Mar litor.”” 
ov age oy No Some industrialists were apt to 
Seis ties Bae fantend \ put an “iron curtain round their 
ieeenan. Ce Pete iews, but industry should not be 
nee a Meemoletod 1 \ } secretive world inhabited by 
— _ ither timid technicians 
Lid., told the conference that 
industry—provided it was No news-sense 
enough—had been regarded As a follow-up on “Telling 
“worthy of immense f idustrv’s Story to the Press. 
Commerce, however, belongc V. Vaughan Reynolds, editor of 
a lower order Birmingham Post, said that 
“We are living in an age \V 1¢ people in industry had not 
torian in is attitude ft remotest idea” of what the 
he said. “Supremacy has ess required 
way to competition, and c We want news,” he said, “and 
tion (in television) is a good nust be good. The man in the 
thing eet takes industry for granted 
It had been suggested that He never suspects the 


exciting 
of industry which has made 
» area sO important 


commercial television wa 
to cause inflation 


“Dut advertis 


ing on commercial TV « “Journalists are usually glad to 
. »| Yr 1 set . . 

helps to sell goods, or does r print the facts if they can get 

Either way there is no cause { n It is generally because 


anxiety 

Referrmg to the transmitting 
station now being built in the 
Midlands near Lichfield, he said 


‘Go west—-yourself,’ says Sir William 


The need for senior executives 
of companies wishing to export the other side of the Atlantic 
to the dollar countries, to go Peter Garran, Minister Commer 
out personally and investigate cial from the Embassy in 
the market was stressed by Sir Washington, emphasising the 


facts cannot be obtained that in 
correct versions appear.” 
The tag “British made™ is still 


lish a selling organisation on 


William Rootes, chairman of importance of advertising in 
the Dollar Exports Council, at the dollar markets, said that 
a press conference on Tuesday the British craftsmanship ap- 


proach, which believed that 
well-made goods would sell 
themselves, was no longer suf- 
hcient 

© sell in the States, one had to 
make a good thing, and then 
let the people know about it 


Sir William added that if the exe 
cutive could not abroad 
for long, he should be accom 
panied by a representative 
whom he could leave behind 

It was very important to estab 


Stay 


During the visit to Birmingham of the Queen and the Duke of Edinburgh 


Her Majesty 
client of City 
between the two factor 


went to the 
Display Co., Ltd 
blocks 


radiating from. the side of the buildings 
ional crown made of anodised metal and other 
In addition 


suspended a three-dimer 
materials, measuring © ft 


by 4 ft. 


Great King Street factory of Joseph Lucas, a 
who carried out the above decorations 
They consisted of yellow and blue swags 


meeting in the centre, where was 


on the front of the building 


jalse cladding was erected on which were superimposed anodised three- 


dimensional 


associated with quality goods 
throughout the world, Norman 
Mawle, managing director of 
British Typewriters Ltd., told the 
conference. 

“We have something to build 
on, something that the rest of 
the world envies us very much in- 
deed. That is the name of those 
who have gone before. of in- 
tegrity in trading and the reputa- 
tion for quality.” 

Public relations was a part of 
selling. Selling was to create con- 
fidence: confidence in oneself 
and in the product: and above 
all the confidence of the public 


Mr. Mawle continued: “I have 
no hesitation in saying that the 
industry with which I am asso- 
ciated would not have the success 
it enjoys to-day but for public 
relations.” 


As an example he quoted an 
experience he had had at the 
British Industries Fair in London 
in 1926, when America had the 
monopoly of typewriter markets, 
and the firm for which he was 
working was struggling. Then 
came the visit of King George V 
to the Fair 

“He came to the stand for 
which I was responsible and 
asked how things were going,” 
said Mr. Mawle. “I explained 
that I was trying to sell British 
typewriters and was meeting with 
some success in overseas markets 
but could not sell any to the 
British Government.” — 


When he told the King that the 
typewriters in use at the Fair were 
American he replied that it was 
“scandalous.” That was in the 
morning In the afternoon the 


British Government placed an 
order with him 
That incident, which received 


nation-wide publicity in the 
press, had established the British 
typewriter industry 


crowns. 


Third stage in 
BTC rental 


. . 
revisions 

The British Transport Commis 
sion is to revise its rentals on 
January | for advertisement posi- 
tions on the Commission's pro- 
vincial buses 

J. H. Brebner, public relations 
adviser to the BTC, said this week 
that this was the third stage in 
the review of the Commission's 
advertising rentals which was 
being undertaken to take account 
of the “greatly increased costs 
which have occurred since the 
rentals were last changed.” 

The principal changes (annual 
rentals only) are 


Double 
Deck Lower 
Sides Rears 
(each) (each) 
t i 
Brighton, Hove & Dis- 
trict Traction Co 
Lid 
Bristol City Services > 26 18 


Merseyside Division of 
Crosville Motor Ser- 
vices Ltd 
(no quantity 
rental) 


Hants & Dorset Motor 

Services Lid 
Thames Valley Trac- 

tion Co. Lid > 21 16 
Utd. Automobile Ser 

vices Ltd. (Double 

deck buses only) 

(no quantity 


rental) 
Other Companies 
1 9 21 1é 
10—24 20 1s 
2549 19 4 
$0 and over 18 13 


Previous rentals for all companies 


were double deck 19 £21 
10-49 £19; SO and over £17. Lower 
rears: 1-9 £16: 10-49 £14: SO and 


over £12 
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F. P. BISHOP 
WARNS: 


DURING NEXT THREE YEARS’ 


Extended period of control forecast 


Hooper to speak to 
public school men 


F. C. Hooper, managing 
director of Schweppes Ltd., is 
to speak at the annual con- 
ference of the Public Schools’ 
Appointments Bureau on 
“Advertising As a Career.” 


Mr. Hooper was invited to 
speak at the conference, 
which will be held at the 


Dorchester Hotel on January 
6, by the Bureau's director 
Hugh Lyon. 


ve 
First-ever 
* . . 
exhibition 
An exhibition of clothes for 
travel and sportswear is to be 
staged by the British Man-made 
Fibres Federation at their 
London headquarters in Hamil- 
ton House, Piccadilly. It will be 
the first comprehensive exhibi- 
tion to be devoted exclusively to 
the application of man-made 
fibres in these fields 
The exhibition will be formally 
opened by Sir Arthur Morse. 
chairman of the British Travel 


and Holidays Association, next 
Thursday afternoon. From Fri- 
day to Friday, December 2, it 
will then be open to the trade 


daily from 10 a.m. to 4.30 p.m 


Swedes to invade 
clothes market 


For the very first time Swedish 
eady-made clothing is to be 
shown in England 

I he Swedish 
Clothing Export 


Ready-Made 


Association, 


fourteen manufacturers in all, 
ire coming to London _ this 
week-end and taking over 23 
Knightsbridge for a week to 


show a collection of 
hundred garments 


over three 


Warnings from New York and 
Montreal of a severe shortage of 
newsprint soon have called forth 
this comment from F. P. Bishop, 
general manager of the News- 
print Supply Company: 

“As we told the President of 
the Board of Trade last July, 
newsprint supplies are still inade- 
quate to meet demand, and the 
shortage has been accentuated by 
the rise in the demand for news- 
print in the USA 

“Supply is likely to remain in- 
adequate during the next three 
years. We have always envisaged 
that a period of control—either 
voluntary or Governmental 
would be necessary until the new 
production plant in Canada and 
Scandinavia and at home comes 
nto operation.” 


Rothermere prophecy 

In New York Viscount Rother- 
mere has been reported as 
prophesying a “terrible shortage” 
olf newsprint next year 

In Montreal, R. M. Fowler, 
president, Newsprint Association 
of Canada, said that if usage by 
North American publishers con- 
tinued at present rates, some 
publishers might be in “real dis- 
tress” before the end of the year. 


Newsprint mills 
in lreland 


Replying to a question in the 
Dail (Parliament) in Dublin re 
cently, the Minister for Industry 
and Commerce, Mr. William 
Norton, said that the Industrial 
Development Authority had 
under “active consideration” the 
possibility of establishing a pulp 
mill in Ireland to supply the 
country’s newsprint requiremenfs 

Ireland's importation of news- 
print in the first eight months of 
the current year was 405,505 
cwt, valued at £1,138,472. 


The 


which are 


ne“ 
to be opened by Admiral 


Monda) 


Southampton offices and works of the 


Southern Daily Echo, 


the Earl Mountbatten of Burma on 


November 21 


Mrs 


Hulton Press and wife 


Nika Hulion (a 


director of 
of the chair- 
Edward Hulion) followed by 


man 


Malcolm Messer, editorial director 
and Marcus M founder-editor 
of four Hulton iidren’s papers 
leave London Airport as part of 
Hulton Press visiting New 
York to study American publishing 
and the influence of new media 
notably Tt m magazine market 


Murraymint top 
commercial 


A Murraymint film has been 
chosen as the best TV commer 
cial for Octobe y a representa 
tive sample of commercial TV 


investigated by 


the 


viewers 
Poll on 
Chronicle 
The 
mint 
The 
(not 
choice) were Freen 
Willis, Mort 
Shoes, Omo, 
Watney's 
The News Chronicle ws to pre- 
sent group awards-——possibly in 
the form of Oscars or certificates 
for best programmes and 
artistes, as well as for com- 
mercials The results will be 
based on the Gallup Poll findings 


Gallup 
denatlt I News 
TV Awards 
results were: 1, Murray 
2. Shell: 3, Guinness 
remainder of the top 10 
order of 
an, Hardy & 
Peas, Norvic 
Oxo, Surf, and 


necessarily n 


mn's 


‘NOT ENOUGH NEWSPRINT -‘ISMAshould 


follow AA’s 


example’ 


Sir Miles Thomas's statemen! 
that some 700 meetings havc 
been addressed by members o! 


the Advertising Association 
was quoted by George La 
Niece, newly appointed 
national chairman of the I: 
corporated Sales Manage 


Association, as an cxamp 
be emulated, at a lunche 
following ISMA’s annua! me 
ing last week 


Individual efforts 


Mr. La Niece said: “We « 
do a great deal—and » 
1 say we, I mean li 


vidual members—by addr 
Chambers of Cx 


Rotary Clubs, ever 
and colleges, and \ i 
our ideals.” 
A tendency for sales st 


their vacancies from th« 
of the manual work 
described as “very d 
Limited production tor 
not be allowed to car 
into the distributive t 
It seemed realistic that 
manager should be 
more concerned, not 
expansionist idea 
more, so much as wil 


to the best advanta 
could be economica 
duced 

. 

Celebration adc 

The handing over to |. ¥ 
& Sons, Ltd., the 
manufacturers, of | 
vehicle made for them I 


Ltd., was referred to ina I 
advertisement in the Birn 
Post on Wednesday 

The ceremony had bee: 
formed at Trojan’s works 
don, on Tuesday 

The advertisement wa ‘ 
11 in. triple, placed by G. 5 
Rovyds, Ltd > who are U ape 


Agency men’s gifts to E. H. Hull 


Hull, who retires from 
the Daily Herald, People, and 
Sporting Life at the end of the 
year, was presented this week by 
agency men with a silver tea 
service and tray 

The presentation was made by 
Fred Gooding (formerly of 
London Press Exchange) at a 
luncheon at the Connaught 
Rooms given by the Daily Herald 
to agency executives on Monday 

There were mor than 170 
names on the subscription list, 
organised by a committee of 
which R. McGrath (Young and 
Rubicam) was secretary and S. C. 
Goodwin (C. W. Hobson Ltd.) 


was treasurer 


c & 


Also on the committee were 
E H. Roberts (London Press 
Exchange Ltd.), C. W. Hibbitt 
(J. Walter Thompson Co., Ltd.) 


W. Russell (Service Advertising 
Co., Ltd.), Geoffrey Crew Erwin 
Wasey & Co., Ltd.), Leo O'Fa 
rell (Rumble, Crowthe A 
Nicholas Ltd.) and & ‘ 
Osborn (Mather & Crowthe« 


Ltd.) 


E. H. Hull and F. Gooding 
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® Continued from page 3 


MIRROR-PIC 
IN SCOTLAND 


Sunday Pictorial moves north- 
west. 

Kemsliey House refused to 
comment on these stories. But 
it is understood that plans were 
being revealed to the staff at 
meetings this week. 

The Mirror-Pic m 
Scotland affects the Dail 
Record, Sunday Mail and 
Glasgow Evening News 

A statement issucd 


Out-of-date ads 
PPA members to 
give editorial 
on new prices 


As a result of changes in pur- 
chase tax, arising out of the 
autumn Budget, member- 
agencies of the Institute of 
Practitioners in Advertising 
have found that many weeklies 
and monthlies have gone to 


sie js 4 This display won a first prize in the National Display Competition organised press with advertisements 
oe = ae ‘ Carpet Review,” which was held during Carpet Fortnight. The display quoting prices which no longer 
ron bie a fb 7 R : was produced by R. H. Singleton, of Hopewells Ltd., Nottingham. apply. 
alla oO Cc ai é rd 
the news services, featu 4 At the request of the IPA, the 


cartoons which have e j 
the Daily Mirror as th 
paper with the largest 
tion in the world.” 

Announcing the dey 
in Glasgow, Ceci! |} 
chairman of the ™M 


The Lord Mayor of London, 
Mayor of Westminster, and 
ny other leading local govern- 
nt figures, heard W. F. Deedes, 
group, said liamentary Secretary to the 
“I would empha istry of Housing and Local 
three important Sco: " (sovernment, pay a warm tribute 
papers will always he technical press and pro- 
distinctive Scottish .cial mewspapers at the cen- 
Sites mane years } ry dinner of the Local 
sonal connect ernment Chronicle at the 
Cor ey omar rk Lane Hotel last week. 
the strong desire her: He said that the British tech- 
papers specially « al press was “amazingly good 
serve the interests of + comparison with that of other 
people must be edited intries. “The press” was often 
and published on takenly used to mean the 
of the border.” nal press, but local govern- 


Praise for technical, provincial press 


Sponsored Variety 


Buy a bag and 
see the show 


The success of a free-ticket 
scheme to a sponsored variety 
show at the Palace Theatre, 
Manchester, this week, is likely 
to prompt the sponsors, J. W. 
French & Co. Ltd., to put on 
similar promotions in other cities 
in the North 

A free ticket to the show is 
given with each 3 Ib. bag of 


Periodical Proprietors’ Associa- 
tion has circulated to its mem- 
bers a recommendation that 
where advertisements appear 
with the out-of-date price, a 
prominent editorial mention 
should be made drawing atten- 
tion to the matter. 


Equity agree 


The IPA has made a similar 
approach to British Actors’ 
Equity Association in respect 
of TV filmed commercials. 
Where that part of the com- 
mercial quoting prices has to 
be re-made, the question of 
studio and use fees arises. 


Equity has now agreed that, in 
these circumstances, 


Cc B. Liv es nt had no firmer friends than -French’s flour bought in the city. would be no objection to an 
been ass cloned’ to r 0% provincial and weekly papers. Before the week began, it is offer being made to the actor 
Kemeley ~ «+ ar '. F. Morris, managing editor ‘tated, all 2,200 seats in the to remake part of the film on 
a EE pet omg the Zecal Government theatre had been taken for the 13 payment of a further studio 
director. Hugh F. G ' ronicle, and chairman of shows. é fee for the day on which his 
continue as chief advertise irles Knight & Co., Ltd., Object of the promotion was services were required again, 
caamnaie ef ad ‘ ed that the journal’s centenary to launch the company’s flour in and to provide that the use of 


R. W. T. Suffern, direct 
the Sunday Pictorial, wi 
sent the Mirror Group 


would become a “per- 
vent record” of local govern- 
t during the past 100 years 


Recorder as a Tool of Busi- 


the city. 
During the show a ten-minute 
commercial, consisting of cook- 


group 


the film should continue to be 
counted for use fee purposes 
as if the remade film was the 
original. 


; three papers which they hay ie thanked the journal's °"Y lessons, is staged. 
cs acquired. ‘ular advertisers. - a 
On Wednesday nicht. after « The toast of the local authori- ®@ Continued from page 3 
news of the change-ove: was proposed by P. Asterley 
c been given to the staffs, Mr. k s, the journal's editor, who 
3 entertained a number of lead | that many councils suffered Changes at 
, executives of the Gi, n not giving the press enough 
: oe the Sunday Mail and ‘ormaton. h 
- vening News to dinner. Hi The Lord Mayor of London, 
- was accompanied by Mr. Suffern \iderman Sir Seymour Howard, t - top at 
- Hugh Cudlipp and E. M. Gray sponded. 
eee ‘E 4 9 
> aang xpress 
; ADVERTISING DIARY P 
. » November 12 VERTISING CLUB OF OXFORD 
; CYCLE AND MOTOR CYCLE SHOW open H. F Mudd on “The 
Earls Court I 


Teesday, November 15 

INSTITUTE OF PUBLIC RELATIONS stud 

session. Management House fy 

ar ae of Management, Hil! Si, 
loll 


City Restaurant, 4, Corn- 
t Street 630 pm 


thereday, November 17 


‘ Black Satin Stout."" Star & 
Wednesday, November 16 Carter Royal Hotel, Wolverhamp- 
ROYAL SOCIETY OF ARTS. Sir Stephen ton 

Tallents on “Public Relations and 
Advertising To-day."” John Adam 


Friday. November 18 
Street, Adelphi, London, W < 


MSPLAY PRODUCERS AND SCREEN 


John Robertson 


Daily Express 27 years ago, two 
months after it started, as circu- 
lation canvass supervisor in 
Inverness. 


R. N. Bruce-Lockhart 


ne) rn LEEDS luncheon becomes director of publicity last week he was guest of honour 

: REGENT ADVERTISING CLUB lecture Pur try os began. and promotions. ata complimentary dinner in the 

es coil msor_ on “Print Buying mecting. H. Braine on “Launching Mr. Bruce joined the Scottish Central Hotel, Glasgow. Hugh 
erpress 


Fraser, millionaire head of the 
House of Fraser, presented him 
with a silver salver, together with 
a gold watch for Mrs. Bruce. 


é 2.30 p.m ‘ PRINTERS’ ASSOCIATION ladies’ night Since then he has seen the from newspaper colleagues and 
rt SUUERINOE Gummseery cute even G on —y |__ ee beeen da ly's sales increase from friends. 
ing meeting. Miss Daphne Rands on  mecting. Speaker: T. L. Marks 100,000 to about six times that Among the many prominent 
a A, Bn gg ee rus , TY CLUB OF LEICESTER bun- amount , the Evening Citizen's press, professional, and business 
ampton, 7.30 p.m rn FC . sales trebled since the group took people present were Thomas 
ENCORPORATED ADVERTISING Mada Guild over in 1940; and the wartime White (Glaseow Herald), James 


Gras” association film showing REGENT ADVERTISING CLUB Spanish 
Management House 


Cabaret 


establishment and growth of the 
Scottish Sunday Express. 


Before Mr. Bruce left Glasgow 


Coltart (The Scotsman), R. A. 
Childers (Daily Mail), and C. B. 
Livingstone (Kemsley). 
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CRYSTAL PALACE EXHIBITIONS MAY RETURN 
Sir Gerald Barry to report to 


LCC on site development scheme 


Crystal Palace may again become 
a permanent exhibition site. 
Sir Gerald Barry, as a consultant 
to the London County Council 
on the Crystal Palace develop- 
ment scheme, is to submit a 
second report on the utilisation 
of the site in the near future, 
and it is forecast that this will 

be his recommendation. 

This was revealed by Kenneth 
Horne, managing director of 
British Industries Fair Led., to 
members of the Design and 
Industries Association last 
week. 

It is understood that if the ex- 
hibition is built there, it will 
cost about £5 million, and will 
occupy a million square feet. 

Sir Gerald’s first report on the 
utilisation of the site proposed 
that part of it should be used 
as a National Youth and 
Sports Centre. Now an exhibi- 
tion site may take up the rest. 

Mr. Horne refused to comment 
this week on a report that the 
BIF would use the site. 


‘Plan your ads’ 
dry-cleaners 
are told 


The need for telling the public 
more about the services which 
the dry-cleaning industry can 
offer was emphasised by two 
speakers at a sales conference 
held in London last week as part 
of the Golden Jubilee celebra- 
tions of the Incorporated Asso- 
ciation of London and Southern 
Dyers and Cleaners. 

Nearly 100 dry-cleaners and 
their sales promotion _ staff 
attended the meeting at the Cax- 
ton Hall. 

A. F. Gomm, chief of the pack- 
aging supplies department of 
John Dickinson Ltd., said he 
knew that dry-cleaning did much 
to make clothes last longer—but 
declared that too little had been 
done to educate the customer. 
Stressing the need for planning in 
advertising and publicity, Mr. 
Gomm said: 

“My experience is that too 
much money is wasted on adver- 
tising because people will adver- 
tise without really knowing why 
they do so.” 

The second speaker at the con- 
ference, Roger Pryer, chairman 
of the London branch of the 
British Display Association, said 
while he agreed that dry-cleaning 
was a great scientific industry 
which served the public well, he 
did not think the industry was 
doing enough to keep the public 
informed. 

Statistics showed that in the 
period April-June only one dry- 
cleaning firm spent as much as 
£1,000 per month on advertising 

-and another firm spent £3! 


1956 World Fair 
in Sydney 


An International Fair, designed 
to promote world trade with Aus- 
tralia, will be held next year in 
Sydney. Called the Australian 
World Fair, 1956, it will be the 
largest of its kind ever held in 
Australia. It will be staged at 
the Sydney Showgrounds from 
July 26 to August 4. 

Overseas interests and 


“Sunday Times’ show 


The “Sunday Times” National 
Book Exhibition will be held at the 
Royal Festival Hall from Monday 
until November 28. There will be 
over 130 stands of publishers and 
trades connected with publishing. 
On Monday, November 21, Viscount 
Kemsley will present the “Sunday 
Times” £1,000 prize for Literature 
and a gold medal to_ Richard 
Church. This will be followed by 
a literary brains trust. 


inter- 


national manufacturing organisa- 
tions are planning displays for 
the Fair. The United Nations 
and foreign governments are also 
participating. 

More than 150,000 square feet 
of space, sectionalised into 
specific groups, will display the 
products, 

The Olympic Games will be 
staged in Australia next year. 


... and in New 


York in 1957 


A world trade fair is to be held 
in the new Coliseum Building in 
New York from April 14 to 27, 
1957, say the Board of Trade. 
The promoters are the (€ harles 
Snitow Organisation Inc., of New 
York. Assurances of co-opera- 
tion have been given by the New 
York City Department of Com- 
merce and Federal and State 
authorities. 

The organisers regard the Fair 
as essentially for displays of 
foreign products and are reported 
to be rejecting applications for 
space from US manufacturers. 

The Coliseum Building will 
provide 300,000 square feet of 
floor space. Exhibits will be or- 
ganised in trade sections and not 
national groups. 

It is planned to establish a Free 
Trade Zone for the Fair whereby 
products may be brought in for 
display and exhibited without 
payment of duty. 

Attendance at the Fair is to be 
restricted to buyers, apart from 
certain specific days and hours 
when the public will be admitted. 

An extensive advertising and 
publicity campaign is planned by 
the promoters to reach the prin- 
cipal buyers throughout the US. 


KOUS 


wint bet van peliteeke rede 


Part of one of the Dutch ads 


Show catalogue 


14 days early 


By Our Exhibitions 
Correspondent 


Members of the national 
provincial and trade and tech- 
nical press were invited last week 
to an informal reception at her 
offices in Millbank by Mrs 
H. A. Montgomery, organiser of 
the Building Exhibition, which 
will open at Olympia next 
Wednesday. 

The guests were given pre- 
liminary details of the Exhibi- 
tion and presented with copies 
of the bulky yet attractive and 
well-printed show catalogue. 

This caused surprise as it is 
most unusual for an exhibition 
catalogue to be ready 14 days 
before its opening, and both 
Mrs. Montgomery and Jack 
Rafter, of Keliher, Hudson and 
Kearns Ltd., the printers, were 
congratulated. 

John Robinson, press officer 
of the Exhibition, said that it 
will be officially opened by the 
Minister of Works, Mr. Nigel 
Birch 
Architectural and Building Press 

Survey—page 53. 


DUTCH PRESS 
DRIVE— 
FOR PRESS 


Dutch daily papers have 
launched a campaign publicising 
themselves as a medium for ad 
vertisements. The campaign is 
aimed at both consumers and 
businessmen. 


Cebuco (the Central Publicity 
Bureau for Netherlands Da 
Papers) has reissued a number 
advertisements from the drive 
a folder 

Typical of the former 
illustrated by a drawing of 
tician and headed “Stock 
more — than 
speeches 


, 


‘Tells all’ 

After claiming that ev« 
ber of the family finds s 
of interest in a newspape 
on to say that if you war 
up-to-date you have t 
advertisements ; they 
about everything with w! 
comes into daily conta 
shaving soap to motor ca 

The end-slogan, 
advertisement, is “You 
afford to be without t 
not for one single day 

“You can join any fa 
cussion” is the theme 
the businessmen’s ad 
ments. “With your advert 
in the papers you are ; 
such conferences. In ' 
new clients will be won 
it over. Advertising 
papers is not expensive 
yields much.” 


used 


Good catch 


To celebrate a sale 
100,000 copies of a recent 
of Angling Times, R. P 
chairman and managing dir 
of East Midland Press 
paper's proprictors, entertaine 
the staff at a cocktail party at! 
home, Castor House, Petes 
borough. 


Pioneer ‘Maclean’s’ celebrates 50 years 


the 
national magazine, has celebrated 
its 50th year of publication with 
a 128-page anniversary edition. 


Macleans, Canadian 


Maclean's first appeared as 
the Busy Man's Magazine, with 
the format, shape and content of 
the digest publications familar 
to-day. Its founder, Col. John 
Bayne Maclean, had been pub- 
lishing business newspapers— 
Canadian Grocer and Hardware 
and Metal—since 1887. 

At first, the new magazine was 
made up entirely of material 
condensed from current publica- 
tions in Canada, United States 
and Great Britain. When it had 
established itself as a publication 
containing all original material, 


the publishers changed its nam 
to Maclean's Magazine in 1911 
Last June a new ulatior 
base of 510,000 was an: 
to take effect with th 
March, 1956 
Since 1945, the magazine's 
advertising dollar volume has 
more than trebled. In 1955 ad 
vertisement revenue for the year 
will exceed 4,000,000 dollars 
claimed as the highest recorded 
among magazines in Canada 
The magazine has piwncered 
in a number of advertising fields 
Along with its sister publication, 
Chatelaine, Maclean's was 
responsible for the first audience 
study done in Canada in 1945 
and repeated in 1946 
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Publicity c hief 
named for 


Granada Group 


Sidney L. Bernstein 
announced the apy 
Antony Hippisley Coxe 
the combined publicity and 
tion service of the Granada ¢ 
For the past three years Mr. Hi 
ley Coxe has been he 
licity department of 
Farmers’ Union. He w 
his duties with Gra 
day, December 22 

* * + 

Susan Roberts bh 

Browne Lid 


a5 a grout i 

writer She was p 
F. C. Pritchard, Wood 
Lid., London Press Ex 
Lintas Lid.. Clifford 
Partners Lid.. and G 
ing Ltd 

. * ; 


Tim O'Neill, » 
of Sun Advertising. D 
been ill for some wee! 
an operation in 
hospital on Octob 
making good prog 


Promotions al 
Warren Seymou: 


A number of py 
been announced at the W 
mour Co.. Lid. Alan R. ¢. 
merly administratiy n 


appointed to the b j 
Rains, previously assist 
to Noel Van Sandwyk (wh 
now returned to South 
studio manager. Michael J. Bro 
hitherto assistant manag 
production manager 
Town (accountant) tak: 
buying in succession to Mrs. Vio 
Spriggs (Miss Sims), who | 

left 


Deret 


Phili; 


. * * 
F. J. Lyons, managing dir 
J. Lyons Lid., will fly « 
York on Sunday In 
mecting his associates 
techniques of 


he w 
sponsored t 


and point-of-sale, especially in rela 


tion to self-service stores 
- * * 


F. S. Binnie has joined Cir 
Bloxham and Partners Lid. a 
account executive. He has + 
returned to this country from | 
where, since 1948, he has b 


director of ICI India Lid., and . 


responsible for all 
company's publicity 
* * * 

A. T. Salmon has been 
assistant public relations 
icity officer of British 
(London Midland 


sections of 


appor 
ind 
R ii 


region) 


’ 


ed 


h 


ways 


He 


1 the Great Central Railway in 


ember, 1919. In March, 1949, 
ame production assistant to 
iblicity officer of the Railway 

Excculive, and two years later was 
d publicity assistant to the 
relauons and publicity officer 
Eastern Region 
a * * 


Olaf Sandy, managing director of 
South Africa (Pty.) Ltd. and 
gor of Intam Ltd., will arrive 
ndon on December 5, accom 


i by his wife and daughter 
; xpects to be in London for 
ximately six weeks before 


ng to Johannesburg 
‘he board of Intam South Africa 


J ) Ltd. was recently reconsti 
i It now consists of G. ° 
‘\inckenzie (chairman), Mr. Sandy, 


&. C. S. Hooper (Durban), A. H. 

Reader (( ape Town), A. Cam i 

€itford VJohannesburg), and L. G. 
vase (London) 

* . 

tv». G. Bell, a director of Colman 

tis & Varley Export Ltd., has 

n elected a member of the Inter 

nal Advertising Association 


* 7 * 


Douglas Woodward, who for 
y three years has worked on 


editorial staff of The Times 
‘evtew of Industry, has left to join 
e press and public relations de 


ment of the British Standards 
su0on. Another arrival in the 
section is Mrs. Stella Alex- 
ider, formerly a senior executive 
United Nations Association 


* * * 


Kevin O'Kelly has been appointed 
ity manager for Hilton 
rds - Michael MacLiammoir 
n Gate Theatre Productions 

* * 

!. C, Bryan, at present with 

s-Pearson joins Rumble 

her & Nicholas, on November 
space buyer in succession to 
Lee, who recently joined 

& Robinson. Leo O'Farrell, 

nt managing director of RCN 

in charge for media 
he is planning the re 
sation of the working of the 
ment 


c 
s 


1. T. Salmon Susan 


4) 


WwW. 4. 


chairman and one 


A director for years 
Edwards (right) 
of the founders of Commercial 
Advertising Service Ltd., is retiring 
in his 82nd year. Wishing him fare- 
well is F. Newton (left), now chair- 
man and managing director. In the 
hackground are M. Preshaw 
(right) production manager, and 
K. Greenhalgh (lef), studio mana- 
ger, both appointed directors on 
Mr. Edwards’ retirement 


Freeman set up 
PR department 


The Robert Freeman Co. this 
week announced ting up of 
a public relations department 
headed by Geraldine Hill. She was 
formerly with Patrick Dolan and 
Associates Lid Prior to joiming 
Dolan's, Miss Hill worked at the 
London bureau of Newsweek for 
three and a half years and four 
years with the United Press Asso- 
ciation of America. She has worked 
in the United States and travelled 
extensively in England 


the 


Miss Hill's assistant will be 
Patricia Stringfellow, who was pre 
viously with Amalgamated Press 

* 

John E. Atha has joined the 
public relations office of Cable and 
Wireless Lid., as press officer. Mr 
Atha was previously with a Fleet 
Street agency, which he joined from 
the Ocean Times Before that he 
was in the publicity department of 
British Insulated Callender’s Cables 
Lid 

*. * * 

Under new artic! of constitu 
tion, the Council of the British 
Direct Mail Association are em 
powered to create vice-presidents, 
and at a recent counci! meeting Miss 


Kay M. Murphy and Edward Jones 
were 


elected 


Roberts 


November I}, 1955 


Obituary 
J. K. Clayton 


John K. Clayton, founder of the 
J. K. Clayton Advertising Agency 
Manchester, has died at his home in 
East Grinstead, Sussex. Mr. Clay 
ton came South about three years 
ago, after disposing of his business 
His retirement was enforced by 
a heart attack associated with 
bronchial trouble 

He founded his agency in 1923 
before which he looked after the 
advertising interests of T. Kerfoo: 
& Company Lid. (Vapex, etc.), with 
whom he had a family connection 

During his advertising he 
served in turn as and 
president of the Pub- 
licity Association 


H. V. Weller 

The death occurred at Mancheste: 
on Saturday of Henry Victor Weller 
general manager in Manchester of 
Associated Newspapers Ltd. He was 
49 

Mr. Weller had been 
with Northcliffe Newspapers Ltd 
he was an assistant to the late 
W. A. McWhirter—and Associated 
Newspapers Ltd. for nearly 30 years 
He served with the Bristol Evening 
World in its early days and later 
became general manager 
of the Newcastle Evening World 
He was with the Staffordshire 
Evening Sentinel and from 1936 was 
general manager of the Hull Dail, 

ail. 

In 1946 he was appointed general 
manager of Associated Newspapers 


Career 
chairman 
Manchester 


connected 


assistant 


Ltd. in Edinburgh 
. Ne 
A. G. Giggs 

A. G. (Bill) Giggs, Fleet Street 
epresentative, died last week at 64 
ifter a long illness 

He began his Fleet Street caree: 
in 1912 with Clark's College. In the 
first world war he was commissioned 
to the RND (RNVR). Between the 
wars he controlled the Argosy 


Advertising Agency, 
The Star. 

In 1931 he joined Business Publi- 
cations to work on Burke's Peerage 
and other publications. When war 
broke out in 1939 he joined the 
Army, but was invalided out in 1942 
and rejoined Business Publications 
as advertisement manager of ARP 
and NFS Review (now Personne! 
Management) 


later moving to 


Towards the end of the war he 
took up freelancing again. Before 
his last iliness he returned to Busi 
ness Publications on RAF Flying 
Review 

’ . 
E. N. Illingworth 

E. N. Illingworth, a forme: 
London manager of the Belfasi 
Telegraph, died last Sunday Hk 
was 77. He had been ill for a short 
uume 

Mr. Illingworth, who was London 
manager of the paper for over 40 
years, retired in May, 1946. In the 
past he had been a member of the 


Aldwych Club and the Press Adver- 
usement Managers’ Association 

The cremation takes place to-day 
(Friday) at 10.20 a.m 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 


69 Fleet Screet, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
64 Cromford House, Manchester, 4 


Tel. March 23689 


Tel. Fleet Street 9353 


Tel. Blackfriars 6987 
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Che Daily Telegraph 


The quality paper with 
over 


a million sale 


OCTOBER, 1955 
1.057.755 COPIES DAILY 


AN INCREASE OF 
F @ * 5 3 2 » 
OVER SEPTEMBER, 1955 


THE PAPER PEOPLE TRUST 
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Copyright on art work and ad 
copy may go to advertisers 


NEW BILL’S EFFECT ON AGENCIES 


An important provision in the new Copyright Bill may have 
lar-reaching consequences to the legal relationship between 
advertising agents and their clients (writes our legal correspon- 


ROLE OF ADVERTISING 


‘Essential part 
of liberty’ 


“Curb advertising, and 
curbing people's freedor 
dictatorship, it is the cor 
not the customer, who is 
right,” J. H. A. Cocks, mar 
director of Gordon and « 
Advertising Lid., told 
the Herbert § Strut 
Belper, last week 

He was speaking 
Forum on “The plac 
Using in free socict 

“You may wond 
dom has got to d 
ing. Advertising 
part of the libert 
you like, when you 
price you want 

“In a dictator 
ment controls 
including the good 
can buy.” 

Mr. Cocks empna 
advertising plays 
costs, and widening 
for securing a better 
more people 

He outlined the talent 
looked for in trainee 
described ways in whict 
leavers could enter adver 


lent) 


[his Government Bill was introduced into the House of 


|_ords recently. 


lhe general view of the indus- 
s that if an advertising agent 
pares a piece of copy, the 
right belongs to the agency 
! not to the advertiser. This 
w prevails in spite of the deci- 
of Mr. Justice Astbury in 
« case of Harold Drabble Ltd. 
Hycolite Manufacturing Co. 
On the facts of that case the 
ize found that the advertising 
nt had adapted advertise- 
nts previously used by his 
ent and, therefore, could not 
aim that they were his original 
vork, and the judge seemed to 
be of the opinion that it was in- 
nded by both parties that the 
1dvertisement (and its copy- 
ght) should remain the property 
the company. 
The general law is governed by 
e Copyright Act, 1911, which 
ites, in effect, that in the case 
an engraving, photograph or 
rtrait, where it is ordered, and 
! for, the work is the copy- 
ht of the person who does the 
ering. 
Thus, if | go to a photo- 


‘NECESSARY COUNTERPART 
OF MASS-PRODUCTION’ 


Advertising figures for 1952. 
the latest available, showed thai 
the element of advertising in the 
cost of goods wus less than one 
per cent, A. Everett Jones, man- 
aging director of Everetts Adver- 
tising, Ltd., told the Norwich 
Incorporated Chamber of Com- 
merce on Monday. 

American figures showed that 
they spent twice as high a per 
centage. 

There were few businesses 
Great Britain, making or selling 
goods, which did not use adver 
tising, he said. A very substantia! 
part of all advertising—at Icast 
one-fifth of the total—came from 
retailers, departmental stores, 
multiples and independent shops, 
who used advertisement columns 
as a “shop window.” 

“All these people, whose 
activities run into many millions 


e232 wnoaroirk 


pounds, cannot be wrong. 
None of them wants to spend 
onsiderable sums of money on 
idvertising unless it brings them 
a return,” he said. 

Advertising, being little more 
than “mass-selling,” was a neces- 
sary counterpart of mass 
production, 

The benefit which mass- 
production gave to the 20th- 

ntury was that it allowed a far 
greater number of articles to be 
produced at a far cheaper price. 


Transport art show 


Ihe ninth annual art exhibi- 
hon of the London Transport 
Art Group opens in the Exhi- 
bition Hall at Charing Cross 
London Transport Station on 
Monday will run until Satur- 
day, December 3 


grapher, order my photograph to 
be taken, and pay for it, the 
copyright in the photograph is 
mine, and not the photographer's. 

The present Copyright Bill 
now proposes to give this prin- 
ciple a much wider application. 
Normally, under the Bill, the 
“author” of a work is entitled to 
the copyright, but in the case of 
a literary work made by the 
author as the result of a contract 
made with another person, pro- 
viding specifically for the making 
of that work for publication in 
a newspaper or magazine, that 
other person, in the absence of 
an agreement to the contrary, will 
be entitled to the contract. 


Advertiser’s contract 


So that if Business Publications 
give me a contract to write for 
ADVERTISER'S WEEKLY, if there is 
no contract to the contrary, the 
copyright in what I write belongs 
to Business Publications auto- 
matically. 

It should be remembered that 
an advertisement is a “literary 
work" and by the above pro- 
vision it would seem that if an 
advertiser enters into a contract 
with an advertising agency to 
write advertisements for news- 
papers or magazines, then the 
advertisement is the copyright of 
the advertiser. A similar rule 
will prevail for “an artistic 
work.” 

Further, if the work is ordered 
for a particular purpose, e.g. 
advertising, the person ordering 
it cannot use it for another pur- 
pose, unless he has contracted to 
do so. Therefore, if an advertiser 
orders art work for a _ poster, 
thereby becoming the owner of 
the copyright, he could not use 
that work for a press advertise- 
ment. 

It is true that the aim of the 
suggested alterations in the law 
appears to be to clarify the rela- 
tionship of journalists and pub- 
lishers, but the wording in the 
first draft of the Bill could be 
applied, so it seems, with equal 
force to advertisers and advertis- 
ing agents 
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Designed to carry 12,000 cigarettes. 

this new type of mobile retail unit 

has been produced by the Acme 

Showcard & Sign Co., Litd., of 

Enfield, and at present is on trial 
in Africa. 


Provinces to 
see Monte 


Carlo films 


The screening in London last 
week of 17 prize-winning films 
from the 1955 _ International 
Advertising Film Festival at 
Monte Carlo is to be repeated at 
four provincial centres 

The next screening takes place 
at the News Theatre, City Square, 
Leeds, on Tuesday, November 
29, to be followed by others at 
the Theatre Royal, Manchester, 
on November 30; the Forum 
Theatre, Birmingham, on Decem- 
ber 1; and the Regent Cinema, 
Glasgow, on Wednesday, Decem- 
ber 7. All the programmes will 
start at 10.15 a.m. 

Invitations for these shows are 
now being sent out 

Those wishing to attend but 
who do not receive an invitation 
should apply for tickets to Colin 
Laird, Pearl & Dean Ltd., 33 
Dover Street, London, W.1. 


Local runs monthly 
supplements 


The Luton News last Thurs- 
day began publication of a 
monthly industrial and com 
mercial supplement. This will be 
in addition to the weekly indus- 
trial feature. The supplements 
will be called “Industrial Pro 
gress, and will give authorities’ 
views on a variety of subjects 
Contributors to the first issue in- 
cluded Sir William Rootes, chair- 
man of Rootes Motors 

The first was well supported 
by advertisements 
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MANY AN ADVERTISER wishes to reach two publics—the 
masses, upon whom he depends for his sales, and the opinion- 
forming minority, upon whose goodwill depends his reputation 
in no small degree. 

RADIO TIMES, with the largest weekly magazine circulation 
(8,832,579*) and the highest circulation density (174 copies 
per 1,000 population) in the world, gives the advertiser the 
finest medium in existence for penetrating the mass market. 


RADIO TIMES 


It is read and re-read by every other man and woman iv 
Great Britain. 


thoroughly from cover to cover by 139,752* seriously-minded 
people-—mostly of professional standing. They are the peop! 
upon whom reputations depend, and they constitute a body 
of readers that no serious advertiser can afford to neglect. 


* Average weekly net sales (ABC) January — June 1955 


The Listener 


ALL BEQUIRIES TO: TOM HENN, HEAD OF ADVERTISEMENT DEPT. BEC PUBLICATIONS, 35 MARYLEBONE HIGH STREET, LONDON W.i 
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ATV renew live shopping 


guide contract 


Associated TeleVision Lid. have renewed the contract for their 


Saturday afternoon live shopping guide, 


with Advertising Features Ltd., 


“Home with Joy Shelton,” 


the producers, for a further 13 weeks. 


The arrangements for the prevent series end on December 17. 


The series has been des 
as “a great success M 
Renee Palmer, director of Adv 
tising Features Ltd 

“Within a few weeks of the 


This 
Show of an 
produced by As 
Sign Co., Lid 
point of the Sh Mi 


display 


The display 
1 ft. 7 in. Per 


pouring a never-er 


Oxford man wisis 


essay prize 


The £500 prize offered 
British Export Trade R 
Organisation (1952) Ltd 
market research ess C 
tion organised by them t 
with the Royal Society o! ' 
for an essay “How Can Market 
Research Help so ds P 
able Export Marketing,” h c 
won by Peter Clare “Beaucha 
of Hinksey Hill, Oxford. 

Mr. Beauchamp, who is assist 
ant export manager of a firm of 
manufacturing chemists in | 
don, took as the main theme of 
his essay the promotion of ex 


ports in the pharmaceutical 
industry. 

Twenty-five essays were sub 
mitted for the competition. An 


additional prize of £25 has been 
awarded to Garth Edward Glas- 
son, a South African living in 
Nottingham. 


start of the programme, several 
irticipants were inquiring for 
kings for the next session, and 
many new advertisers have been 
king inquiries since,” she 
! this week. 
The success of the programme 
surprised many people who 
| that Saturday afternoon was 
time when women went 
pping outside their homes and 
went to football matches 
‘The habit of ‘window 
pping’ from the armchair has 
ght on rapidly,” she claimed 
“From six letters in the first 
ek correspondence has now 
wn to more than 300 letters a 


sh 


‘In many cases women not 
ly write for particulars of the 
ems advertised, but put up very 
d ideas for new schemes.” 
One advertiser, Mrs. Palmer 
ed, had reported that he had 

r had “such a rush of busi- 
at this time of the year.” 
ve advertisers have asked for 
e for the whole of next year. 
As an example of the impact of 
ivertising, Mrs. Palmer said 
there had been several 
tters this week from viewers, 
ng for particulars of the 
ns mentioned in the October | 
gramme. 
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Crompton 
television 


A scene from the 
Parkinson Ltd. live action 


filmlet for Crompton lamps The 
current advertising gan “Don't 
say ‘Lamps'—sa ympton” is 
stressed. Cromr agents are 
Cecil D. Notley rtising Ltd 


A-R take TAM 
figures 


Among the recent sub- 
scribers to Television Audience 
Measurement is Associated- 
Rediffusion Ltd. This now 
means that both London pro- 
gramme companies are sub- 
scribers to the TAM Greater 
London service, in addition to 
the advertisers and agents who, 
IAM state, are responsible for 
over 85 per cent of the tele 
vision commercials booked 
this year. 


Closed-circuit TV offer to shops 


The supply of closed-circuit 
levision equipment which can 
her be rented to stores and 
ms to publicise their products 
lent to radio dealers to adver- 
se local tradesmen’s commodi- 
es, is a new development 
nounced by I. C. Pannaman, 
nanaging director of Audio 
Rentals Ltd. (soon to be renamed 
Audio and Video Rentals Ltd.), 
vho have hitherto specialised in 
ng out tape recording equip- 
ent 

Advantages claimed for this 
project are that stores and firms 
can present live publicity in their 
windows or at a number of points 
on their premises. 

Radio dealers can have a pro- 
gramme or display provided by 
local tradesmen presented on a 
number of different makes of 
receivers at the same time. 

The charges to the advertising 
agents of stores and firms are 
£7 10s. per hour for the first 


and subse 
; or £75 


hour; £5 for second 

quent hours ; £20 per day 

per week of five days 
This is for standard equipment 


including camera and monitor, 
control unit, one to three moni- 
tors, and amplifier with micro- 
phone and speakers; delivery, 
collection. and technicians’ ser- 
vices, for installations governed 
by a radius of 1,000ft.—although 


much greater distances can also 
be included 
The rates for local tradesmen’s 


displays on radio dealer's pre- 
mises are £7 10s. for one hour 
spread over a week (eg. 10 
minutes a day for six days); two 


hours, £13 10s.; three hours, £18. 
It is guaranteed that no competi- 
tors will be shown within two 
hours of one another 

National advertisers are e¢x- 
pected to collaborate by giving 
the names of local tradesmen 
from whom their products can be 
purchased. 


“Trade journals 
will grow as 
TV grows 
A forecast that the more the 
national press and commercial 


IV are used for advertising, the 
stronger the trade press will grow 


is made in the editorial of the 
November issue of Games and 
Toys. 


“The greater the use of com- 
mercial propaganda — through 
press and television and other 
means—the greater the demand 
for goods,” says the journal. 
“This, in turn, only further 
enhances the value of the trade 
press, for the trade journal now 
serves a thriving, rather than a 
moribund, industry—as mouth- 
piece, ideas-pool, links in a 
chain, and medium of informa- 
tion.” 

On the question of the effect 
commercial TV will have upon 
press advertising, Games and 
Toys quotes the example of the 
USA, where since the introduc- 
tion of commercial radio and TV, 
press advertising has increased. 

“Moreover, in the land where 
market research has reached an 
incredible degree of efficiency, 
trade journals are made use of to 
the fullest possible extent and are 
more prosperous properties than 
their British counterparts.” 

Why is industry increasing its 
advertising in the trade press— 


advertising that is gaining in 
importance? Because the trade 
journals walk “hand-in-hand” 


with travelling salesmen. 

“Travellers and tradesmen are 
saved valuable time as a result 
of trade journal publicity, because 
the tradesmen know in advance 
the best things the traveller has 
to offer. 

“Unlike other advertising (save 
perhaps in certain women’s 
journals), the advert ‘ising in the 
trade press is news. 
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16 mm Unit with TV 
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Is YOUR ad in the Mirror 


this morning? 


SER ey 


aes 


Avia 


ROWS 453, 
> #4 > —_— 
ere 


eee, 


According to the I.I.P.A. Survey 12,789,000 people read 


the Daily Mirror every day. 40% of these read no 
other national morning newspaper. Therefore, national 
advertisers who fail to use the ‘ Mirror’ are ignoring 


over 5,000,000 prospective Customers. 


With the greatest daily net sale on earth, the Daily 
Mirror appeals to all classes and all income groups 
and particularly to young readers with long 
buying years ahead of them. The Daily Mirror 


is the world’s greatest mass market medium, 


bigvest daily 


sale on earth 


7 
te : 
& - + 
2 x « [= » aoa w * 
Spee be == P 
2 ail ‘ 
ce > Fé » : 
5 : é we, 
a ei a =~ a re - - \ .s 
me © = .4 - ye . ; : 
F ah = se wae si < = as 
Lf ‘ —_ ae —. ow GIRL ’ - oe a . i) 
ae | ee = i is 70 MARES | sa ae 
e so ? , ‘ ‘s - =. neat Pe y.: 
4 ¥ : a <- eee a . 3 , 
. rl are . & — we ¥ : A a \ 
ae . - ng ? i 
a _ 5 wh 2 Bs «CD 
YF wing ee Ye ba? ‘oe > = ae re ; ae ‘ 
a ee | ~ ese >. es y & ae : Bin 
- ee Poe Sail —— + , Pe ; ‘. a > , j 9 3 g ¥ q 
' Re: oF ai ~~ sae |< og 4 ~~ e a 2 weaeer a ’ : 
% ee zt —- lO } , 
ane’ 2 be + 2 E “ iin ‘,- 
, , ie >. 4 ” q A= et bt a ; + « Tees * _ M 
aN . — 2 eo oe se  etlaes Trae 2 CS RI Mo 
ate. ot “ae : . = = eae i 
: es P atlas 7x" — -_ <a ee ae gi a 7 xe ; 
ee, Ae : Se: vals mi. we" 0 7 $a a See 
. tae tag ee & cose F . he 58 : rs ‘ i 5 ers “a i My, ; eel N oe cy 4 , 4 a ina 
eK ip RN ae a wae fi eae eek ps (9 A ee aaa Se. feet 
é MS ee Reet og i ef 0 a og ——-— a9 4, a: gt ‘ iawn 
- “ss s ss . er . xe - =” 4 Fak Sl A " «ae # ie 
Gy ‘ Rs 2 os : ee i “ieee "eee . a 
x ee S. ; on < ~ 5 aaa ‘ a re ' a. § Lt a “tiag ? a ‘3 
“ ay arg : ee 2 4 f 2 is Res A we? : 5 ‘ 
oh a . a i pial Pe a 
ae. ae ’ “ ee > ; i 
wate = Mi, Z y' a. i ( 
er rs a - : ae a 7 p> 
o ; ot ae -_ : 7. . : 
a Pi 4 ee h oa) 1 
f “ eas 4 - : a. f 
*2) 
- Bs ’ be 4g 7 : “ky wi, : 
ee ip ef Bae ; ; + ‘SS ex agh> beads ; SF 
3 ary : Be ‘arz wpsesshh. Per. RP a Tia ree te 3 fot aS ay ae wee 
a 
ee 
ea 
be S04 ee 
phe 
cs Qa 
7 
o ¥ o> J 
os . 
pes ee 
Bote 
eC Boy 
be) 
4 
ee XA 
: 
ar 4 
fe “4 PE 
murda : 
Re By 
J Fo Xb me +4 7 sas” “". bit alae ah Ae ramen Fee . ea 5 3 me oy 
es Lise he vin ae eh wet eys ee Paes Set Re he - 
ie Sr ae PEE aed a Se SR GO Bee EEL i thy ae, Lo 


ADVERTISER'S WEEKLY 


COMMENT 


POSTERS IN 
PARADISE 


Another threat to the poster 
industry seems to be growing 
from a suggestion made by « 
town planner, E. H. Doubleday 
at the last British Poster Adyer- 
tising Association Conferen: 
for a new series of standard 
sizes for posters. 

The theme is developed in the 
current issue of the journal of 
the Town Planning |[nstitute, 
of which Mr. Doubleday is 
immediate past-president. 

An article by J. D. Tetlow, « 
planning consultant, is illus 
trated by drawings of three 
types of presentation whi b 
if adopted, would challcnce thx 
very foundations of modern 
poster advertising. 

In a “shopping precinc' the 
illustrations show 
crown posters displaycd hor 
zontally. And Mr 
suggests that neither 
nor 48-sheet posters 
“really satisfactory” on * 
or two-storey buildings 


Problems 
Hoardings with three *%shec' 
posters, horizontally pla « 
the drawings show in “an am 

of mixed development.’ 

Four 48-sheets and three {> 
sheets, the latter vertics! i 
displayed only on an “ind 
trial site.” 

What problems this would ra. 
The advertiser wanting a sh» 
ing in all of such “area 
would be compelled to divid: 
his printing into four cat 
gories: 48-sheet, 16-sheet up 
rights, 4-sheet horizontals and 
8-sheet horizontals. 

Use of the bigger sites might 
prohibitive because charees in 
an area of mills and gasometers 
would probably not hx 
enough to meet costs. 


Visions 

The translation of such visions 
into national planning policy 
would have serious repercus- 
sions on the business. 

The poster industry will listen to 
any proposals likely to lead to 
better understanding with plan 
ning authorities. 

But, as Mr. Tetlow says, “to 
induce the trade to make 
greater use of four- and cight- 
sheets would be an undertaking 
not unlike persuading the build- 
ing trade to adopt a new 
standard size of brick.” 

And equally stupid. 


8000 Buses 


omy yuat 


nigh 


serving 25 million 


population 
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ITA say it’s OK when balding Wilmot 


sells shampoo on entertainment set 


N! ARLY all of those mighty 
~ * problems which faced the 
potential users of commercial 
ision and their advertising 
ts when the new medium 
in are gradually solving 
selves. 
nk of some of posers we 
ndered about: 
What is a natural break ? 
Will repeats be accepted ’ 
ind, if so, how often? 
Will the singing jingle be 
ceptable ? 
What about solus positions ? 
[here were many other ques- 
too. In fact, a number of 
perts” who got together only 
w months before September 
sted nearly 30 things they 

iid like to know, 
lhe medium may now be said 
be developing nicely. What 
ked like problems turn out to 
nothing of the kind. Over- 
tious advertising men are 
ling the Television Act permits 
ater freedom than they 
igined. 

The problem of the “natural” 

“ak 1s solving itself by trial 

! error. And in this connec- 
there was a most interesting 

clopment last week-end 

On Saturday a live spot for 

vikrin Shampoo was presented 

Gerry Wilmot in the middle 

his ATV Music Shop pro- 
imme 

Mr. Wilmot remained on the 
viusic Shop set to put over the 

mercial, adding an explana 
word or two, to the effect 
viewers would soon be back 
he Shop 

Natural break ? 
advertisements 

mme content ? 

The questions spring to minds 
ch can be put at rest by a 

stement made on Monday by 

spokesman of the Independent 
vision Authority. 

He said it was quite legitimate 
inyOne to present a spot in 
wn show providing that, in 
words of the Act, “the adver 

ements are clearly distinctive 

such and afe recognisable as 
cing separate from the rest of 
the programme.” 

The Silvikrin spot was “quite in 
order.” Watch out for many 
more of a similar kind 

Viewer reaction to the Silvi 
krin spot may have been less 
encouraging In at least one 
household there were guffaws of 


Association 
with pro 


B.E.T. 


BUS ADVERTISING 
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laughter at the spectacle of the 
balding Wilmot demonstrating 
how one should “just rub in” the 
cream to secure the highly desir- 
able lather. 


PARAKEET-METER 


THER TV problems concern 

the measurement of audi- 
ence size and reaction to com- 
mercials 

All sorts of strange devices are 
in operation, and even stranger 
ones have been suggested—in- 
cluding one said to involve the 
measurement of water drawn off 
by cisterns at the moment com- 
mercials .are flashing furiously 
on the fireside screen 

The Frozen Food Division of 
Stokely-Van-Camp, Inc., used an 
animated train commercial car- 
toon to advertise their Picsweet 
products on television in the 
USA. And the response from 
one consumer was this note: 

“I! thought you might find it 
amusing to know that our little 
parakeet, Smarty, likes your TV 
Pictsweet Train commercial and 

after watching it only twice 
scampers about the house chant- 
ing ‘Pictsweet, Pictsweet, Flavor 
Train’ as plainly as does your T\ 
Train! It's a good commercial if 
even a parakeet is impressed !" 


KNOCK KNOCK 
OW’'S this’ for 


copy 
“We hear by the grapevine that 
you dealers may have had your 


knocking 


leg pulled good and hard. Seems 
as if a friendly (?) competitor 
dreamed up a cute sleight-of- 
hand trick... .” 

And so on, for two pages, with 
all-out criticism of the rival pro 
duct—a hose-end sprayer—and 
the cheerful assertion: “We love 
competition. Good clean com 
petition is the life blood of 
business.” 

It all appears under the head 
ing : Facts, not fables. 

R. M. Davies, of Sterling 
Advertising Ltd., Birmingham, 
says the ad was sent to him by a 
client with the expressed hope 
that “this idea of direct attacks 
on competitors’ misstatements 
should not be allowed to spread 
into this country.” 


SOFTLY, SOFTLY 
S advertising switching from 
the “competitive selling” to 
“no claims” approach? 

Observers overseas say they 
note a British trend in this direc 
tion. The Advertising Federa- 
tion of America News Letter cites 
Schweppes as an example. 

It states: “The Schwepper- 
vescent Mr. Schweppes and 
Hathaway shirts’ man with the 
eye-patch are two good examples 
of strong selling without claims.” 

Ads for these products are said 
to be influencing others. Even 
cigarette manufacturers are shift- 
ing to the more _ seductive 
approach. Pall Mall is exhort- 
ing the reader to “Reward 
Yourself.” 


TO-MORROW'’S TOPICS 


@ The annual winter survey of 
Radio Luxembourg _listener- 
ship is expected by sponsors 
who have conducted prelimin- 
ary research to show higher 
audience figures than last year 

despite the advent of com- 
mercial television. 


A new type of 
been developed When it is 
marketed in competition with 
established brands, advertising 
claims will include anti-clog 
ging qualities 


Border Beef is Best is the 
slogan worked out by northern 
farmers for use if the National 
Farmers’ Union agrees to a 
proposal to launch a publicity 
drive for home-produced meat. 


anti-freeze has 


sd Results of a label quiz to be 


published shortly will show 


what women say they want to 
see on the labels of goods they 
buy 


@ Flavoured milk will be more 
extensively advertised next 
spring and summer. The aim 
will be to capture a share of 
the children’s market for soft 
drinks. 


@Some of the biggest national 
advertisers are planning multi- 
page insertions in the hope of 
more space in magazines next 
vear 
Agency media departments 
are preparing for the “biggest 
spate for years” of rate in- 
creases. They will protest that 
some are unjustified, but in- 
creased appropriations will 
cover the cost—and more. 


ROUND TABLE 
carrying 


1.700.000.0000 
passengers a year 
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nto the Mamsions of Britain OES Upe 


Local Newspaper, 
oo loheread, 


and. re-reqd aa 


” 
. 


It is 

picked up, 

put down, picked up, 
put down, 


up, 
down, 


up, 


down, 


Up...- 


(Yes, there is so much of interest to read) 


and each time your 
advertisement 

is seen with 
renewed 


interest. 


EVENING NEWSPAPERS Hull Daily Mail Grimsby Evening Telegraph - Lincolnshire Echo Evening Sentinel (Stoke-on-Trent) - Derby Evening Telegraph Leicester 
Evening Mail - Bristol Evening World - South Wales Evening Post (Swansea) The Citizen (Gloucester) Glowcestershire Echo (Cheltenham) 
WEEKLY NEWSPAPERS Yorkshire and Lincolnshire Times (//uil) 


Grimsby Saturday Telegraph Staflordsture Weekly Sentinel (Stoke-on-Trent) Herald of 
Wales (Swansea) - Gloucester Journal Cheltenham Chronicle 


RH. PENNEY, Advertisement Director: 163 QUEEN VICTORIA STREET, LONDON, E.C.4. TELEPHONE. FLBet Street 6000 
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Commercial Spotlight 


Misplaced advertisements can undo 


all the work of pre-selling 


UST over a week ego I had 


the pleasure of viewing 
play entitled “Garden in the 
Sea.” Our friends at As 
ciated - Rediffusion Television 
were doing a first class job an‘ 
I had become really caught up 
in the plot which concerned a 


biographer who was pursuing 


some letters and man 
treasured by an old 
ex-girl friend of the f 
poet he was writing «' 
The old woman lived 


lestroyed we all got 


says 


Our small group of viewing 
ends roared with laughter at 

But then, realising that the 
y had been spoiled and tension 
angry. 
o I, who had previously 
ised this commercial in the 
t of these articles, stamped up 


nd down and told the presenter 


it he could do with his white 
ets. 


{ am sure there are a number 


TELETASTER 


the same every time a blunder 
of this type is made. It is the 
product name that sticks in the 
mind. It is exactly that feeling 
of annoyance that will cause 
the housewife at the moment 
of purchase to change her 
mind and ask for another 
brand. 


So, all the work of pre-selling 
is negated. All the money ts 
wasted, and because someone has 


The animation does not appeal 
to me from a production stand- 
point. The figures could move 
better and the whole screen is 
filled either with black or white 
with very little gradient to ease 
the eye. 


Having got that over, let me 
hasten to say that I consider 
these to be good commercials. 
People in pubs and buses are 
talking about them, and that is 
what matters There is no 
doubt that the product name 


and the slogan “Too good to 


of a recluse and a\! she + “ft people walking about to-day not matched the commercial to hurry mints” has become asso- 
were these old lov t rot cannot see the name of this the programme or e versa ciated permanently in people's 
the dead genius. |} ’ roduct without getting annoyed This, plus the amateurish way the minds. The comedy situations 
mounted, until, half-wo s the manufacturers who they programme contractors “bridge” in these films are appealing to 
the play, deciding ime for perpetrating this out- into commercials will be the rea- the general public, and will, 1 
co-operative, she sent t ‘ge son why the advertiser will think, create the favourable 
writer. We were It is no use hoping that probably want more control over attitude to the product that 
the edge of our sea people will say it is the fault the programmes His job was the intention 
the meeting. Suddenly th- of the programme contractors depends on not antagonising the e ¢ e 
changed, and a heer'y } for not having more sense PUbiic 
“And now . Suri in than to put just such a com- . . HAVING ATTACKED One com- 
to meet Mrs. Bra:dsaw mercial in that spot. It will be Like the Americans mercial for embodying the 
The Beecham Foods, “Mur- ocrer features of American 
Es Sr raymints” commercials have cer- *¢!€vision, let ms go Of 6 pram 
tainly made their point over the another which I feel shows 
last few weeks. These commer- 0ther profile—the one put 


over by the Martini people 

Who did the music? It was 
catchy and yet had a degree of 
sophistication which could be 
expected to appeal to the “mixed 
drink” group The visual was 
quite simple—labels, bottles and 
titles moving around in stop 
motion patterns to the rhythm of 


cials are too like the more noisy 
American variety to appeal to 


. , « some very much, and I find the 
is “7: | jingle dull because I have heard 

if too many of these “catchy” 
; OW’ melodies. Moreover, the Star- 


gazers, who sing this aria, are 


} made to sound like any one of 
‘ @fea® | 100 similar ensembles who can 
' | be heard carolling day and night 
Cl | | from New York to San Francisco 


@ Continued on page 20 


Private telephones, typewriters and 

desks are available to all journakists 

covering ANY aspect of the Cycle Show 
at the 


HERCULES CYCLES OFFICE 022 
Ist FLOOR, EARLS COURT 


(D. D. McLachlan, Director of Publicity) 


GYGLE SHOW - EARLS COURT 


NOVEMBER 12th to 19th 


: -* 


peer ae 


4 scene from one of the Murraymint film commercials—the lady will 
not jump from the blazing building into a safety net held by firemen 
until she has finished eating the product. 
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Suggest a need 


Clinch a sale 


POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTO _ eae 
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a 
their newsagent 
They know that the essence of shopping is CHOOSING— 
they are young, and they must choose with special care. 
That’s why they spend so long, heads together, 
poring over their copy of House Beautiful, the magazine 
which so accurately reflects their own tastes and interests. 
In its pages they expect to find all that’s best in furniture 
and home equipment. They want to know all about 
your product, they want to see and read your advertisement. 


In your own interests, you must not disappoint them. 


House Beautiful 


The practical magazine for young home-makers 


G. COLLINGWOOD, Advertisement Manager, 
House Beautiful, 28/30 Grosvenor Gardens, 
London, $.W.1. Tel: SLOane 4591 


PUBLISHED BY: THE NATIONAL MAGAZINE COMPANY LIMITED 
PUBLISHERS OF: Good Housekeeping, Harper's Bozcor, Vanity Fair, 
House Beoutiful, She, The Connoisseur, The Good Housekeeping Books. 
PROPRIETORS OF: The Good Housekeeping Institute. 
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A commercial with the 
hallmark of slickness 


the music. There followed a 
sequence dear to my heart 4 
scene incorporating shelves fu 
of Martini bottles, and hand 
taking them down 

It is amazing the effect this has 
on the sales curve, as ha 
been proved in the American 
market. For some psychologica 
reason, which I do not hope ! 
understand, it creates a feeling 
that lots of people want the | 
duct... and that they should 
try it. The commercia! was su: 
ably capped by close-up sh 
a tray set with various appetis 
cocktails, all made, presuma 
from a small portion at lea: 
the product mentioned 

This fulfils the ail-important 

“taste appeal” principle which 

so many of our commercis!s 

ignore. To sum up. this com- 

mercial, I feel, can be classed 

with the one for Max Tl actor. 

it has the same hallmark of 

slickness and good thinking 

* * : 


ANOTHER DUNLOP 
caught my attentior ‘ 
the time was taker 
rather phoney comed 
involving a human ca 
and the father trying t 
his young son to | 
family trajectory. W 


had to do with Dunlop tyres | 
cannot imagine. We quickly 
switched to some scenes of motor 
bikes in a “scrambling” competi- 
yn and there was a narration 
hich told us how these 
enthusiasts need good tyres when 
they are coping with the goat 
tracks they ride on in the 
intry. That was, indeed, more 
the point. 


Limits of tyre 


Here was a practical demon 
ition which showed the 
xtreme limits to which a tyre 

ild be used. 

Surely, then, the first part of 
he film, dealing with the human 
annon ball, was a complete 
waste of time and money? If 
su have got a good story, you 
do not have to dress it up, with 
gimmick” comedy It docs, 

wever, have to stand up by 
tself, be entertaining, and at the 
ime time put across the selling 
essage. The latter half of this 
commercial did do that. One 
hopes that in future the Dunlop 
vcople will save themselves a 

t of money—and the viewers a 
deal of anguish 

Another commercial which, it 
cemed to me, wasted a lot of 
me and money, was the one I 


Ww 


20 


Advertising with seven lives 


Put your advertisements in the Provincial 
Weeklies and give them a sevenfold 
opportumt” of telling your message to 
your retailers and to his customers ; seven 


days’ life, right in the home. 


saw for Smarties Here, the 
sweets were animated out of a 
ox into two outline characters. 
It was not entertaining, and it 
did not prove anything. So why 
do it? There followed a shot 
of a little girl who, if well 
directed and given some sensible 
lines to put across, might well 
have been very appealing. In- 
stead of which one felt a change 
of channel was indicated. 

The main theme of this sales 
plug was “Its smart to buy 
Smarties I But there was no 
indication of why it was smart 
to buy them. There was not 
even the saving grace of the 
Murraymint commercial which, 
at least suggested that they 
tasted good, making it hard for 
anyone to hurry through them. 
If only Smarties had given a 
reason why; say, that there are 
sO many in a packet, or that they 
are made from this or that 

On a poster you can get 
away with a claim such as “It's 
smart to buy Smarties” and 
merely use a pretty teenage 
character with a lot of legs. 

On television I! think one 

needs a little more ! 


Lots of confectionery 


There seems to have been a 
lot of confectionery advertising 
on the air over the last couple 
of weeks. One must, in this con- 
nection, mention the Navy Mints 
commercial. Here, there was 
some tie up at least with the 
product mame because we saw 


Representing 


A.B.C. Net Sales in excess of 480,000 


David L. Clackson 
80 FLEET STREET, LONDON, E.C.4 
Telephone : FLEet Street 2626 


NovempBer 11, 1955 


some animated sailors riding 
along on the sweets with a jingle 
accompaniment. Happily, no 
claims were made except an 
identifying slogan about “The 
mint with the hole.” This I! 
found a little confusing for I had 
thought that some other product 
had been using the phrase in the 
press for quite a time. 


One really alive 


It is a great pleasure to com- 
ment on the “live” commercial 
delivered by Stanley Maxted for 
Horlicks. I find it most interest- 
ing to note that although I had 
been given no advance informa- 
tion, I looked up from the screen 
within a few seconds and ex- 
claimed happily “Why it’s live!” 

Certainly the word is most ap- 
propriate, 

Somehow, 


shadows beside the “present” 

Mr. Maxted. It was good to 

hear some sincere selling. 

How relaxed can we get, con- 
sidering this was the first ever 
venture into real television 
selling? Why was I able to tell 
almost immediately that this was 
“live”? -1 do not know. Cer- 
tainly Stanley Maxted provided 
no technical clue such as a slip of 
the tongue which, in a filmed 
commercial, could have been 
edited out. 

No, it was that undefinable 
sense of “presence” which only 
front-of-camera work can give. 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
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Right in the 


Industrial.Picture 


- 


Advertising in THE FINANCIAL TIMES puts you 


right in the industrial picture, for it carries your 
sales message into the offices and boardrooms 


where industry's big buying decisions are made. 


See how many leading industrial firms advertise 
regularly in the pages of this important 


newspaper. They know from experience that 


for reaching Industry’s senior executives ° ae x hs. -=- hang . 
and right to “ Top Management’ there is no 4 7 ““--5 ~~» oo = -_~- 
substitute for THE FINANCIAL TIMES . we ee eo ae 
Men who mean business read ooo” 


THE FINANCIAL TIMES Advertisers featured : THE BOWATER PAPER CORPORATION 


LTD. WILMOT BREEDEN LTD, FIBREGLASS LTD. ORITISH 
every day TIMKIN LTD. GUEST KEEN & NETTLEFOLDS LTD. sBRUSH 
al o ELECTRICAL ENGINEERING ©O. LTD THOMAS DFE LA RU! 


& CO. LTD. THE PLESSEY CO. LTD. BABCOCK & WILCOX LTD 


Nlavewere 11 10¢¢ 
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Advertising Case History—S5 


How a new ‘class’ pen was | 


introduced to Britain 


Although there are unique features about Sheaffer pens, no effort has been 
made to achieve sensutivna! sales figures by steam rolling the market. The 
emphasis in the ady«rtising has been placed firmly upon quality. 


N the United States o 


is better known 1! € 
Sheaffer. Only comparative’) 
recently, however, has that 
name come to be noticed 
British advertising. Why 
delay? 
From the time when Wa 


Sheaffer invented the |< self 
filling fountain pen in n 


the present day, the pen < ) 
which he founded hi 
the point where the 


Sheaffer (it rhymes » 
pens in the United Stat 
those of any other pen 


turer. 

In this countr\ 
Sheaffer has played 
modest role it 


travellers have brous 


back almost as a 
have made the sg 
They were made ava 
here but until rec 


country played no gre 
the Sheaffer marketing ; 


VOU CAN Now «6 
THE FINEST PEN 


ve 


» reason for this was the war 
caused the Sheaffer output 
twindle until they had barely 
gh pens to average two per 
across the United States. 
est of the plant was produc- 
munitions of war. 


No mass launching 


\ll that explains why this long 
hed and famous pen com- 
should only now be taking 
steps in advertising to the 
h market. 
the operation is no trans- 
atlantic mass launching with 
vundreds of thousands of 
dollars and an infinite range of 
stock. In fact, Sheaffer is going 
to grow in this country essen- 
tially as a British enterprise. 
his it is greatly helped by 
product The Sheaffer 
kel” pen is a fine example 
ecision engineering and first 
finish. It is, in consequence, 


iw THE WoRtD 


This advertisement 
has appeared in 
selected national 
newspapers, jour- 
nals, and maga- 
zines—all directed 
mainly to the 
wealthy and 
successful men 
The main body of 
the text begins: 
“Seen in the hands 
of the most 
influential people 
in the world . ; 
This year's Christ- 
mas campaign is 
now under way. 


This is one of the 
showcards distri- 
buted to tie-up the 
point of sale mes- 
sage with ™~ press 
advertisements 


at the top end of the price range 
in fountain pens. 

When they were appointed ad 
vertising agents for Sheaffer in 
this country S. T. Garland Adver- 
tising Service Ltd. had already 
experienced some years of con- 
tact with the parent company. In 
their appreciation of the situation 
the agency realised that the range 
was extensive. At one end there 
were high quality Sheaffer 
“Snorkel” fountain pens at 94 
guineas (a matching pen, pencil 
and ballpoint sells for 
£16 19s. 6d.) and then there were 
other pens right down the range 
to two guineas 


Resisting the temptation 


Then there were ball-points, 
propelling pencils and Skrip ink. 
It was naturally tempting to in- 
troduce Sheaffer at the cheaper 
end of the market in the expecta- 
tion of achieving large sales im- 
mediately. The temptation was, 
however, resisted and it was de- 
cided to establish Sheaffer as a 
class product 

The Sheaffer pen has a revolu- 
tionary method of filling. The 
Snorkel tube (named after the 
device which allows submarine 
crews and engines to breathe 
while the ship 1s submerged) ex- 
tends beyond the nib iato the ink. 
The pen is filled by a sharp 
down-stroke of the plunger—the 
Snorkel retracts and the pen is 
ready to write without having to 
wipe nib or barrel 

This was a big new selling 
feature in the fountain pen 
market and the danger might 
have lain in not seeing the pen 
for the nib. However, the 
whole pen, the whole idea of 

Sheaffer was new to the 

British public. 

The picture the advertising was 
intended to give was that the 
Sheaffer pen was essentially the 
kind of pen a successful man 
would want to be seen using. In 
other words, the Sheaffer pen was 


: 
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NOW YOU CAN BUY 
THE WORLD'S 


to become a badge of success. It 
was also felt that the average 
Englishman's love of craftsman- 
ship should automatically en- 
sure his interest in the precision 
workmanship of the Sheaffer. 
Stripping the pen 

An advertisement was devised 
to open the campaign which 
showed the pen stripped down 
and at the same time showed the 
product being used in dignified 
surroundings. This advertisement 
began to appear in the pre 
Christmas period of 1954 and its 
headline stated: “You can now 
give the finest pen in the world.” 
The emphasis on giving was of 
course an acceptance of the fact 
that whereas about three quarters 
of all pen sales are gifts, at 
Christmas time this proportion 
inevitably rises to still greater 
heights. 

In keeping with the policy of 
maintaining Sheaffer as an exclu- 
sive product, the advertising 
appeared in The Times, Man- 
chester Guardian, The Economist, 
Punch, lilustrated London News, 
and Country Life, all aiming 
primarily at the wealthy and 
successful man. 


Middle class appeal 


Then there were advertisements 
in Vogue, aimed at his wife. It 
was accepted, too, that in certain 
circumstances the broader strata 
of the lower middle-class and the 
well paid artisan would also be in 
the market for a high priced pen. 
The Christmas 1954 advertising 
was therefore carried also in the 
Sunday Express, Picture Post, 
and /ilustrated. 

The main themes of the adver- 
tising were embodied in two 
showcards and the retailers were 
informed about the whole scheme 
in the trade press and in the first 
issue of Sheaffer's News Letter 
which was distributed in Sep- 
tember, 1954, to all stockists. 

This Christmas launching was 


@ Continued on page 24 
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LIFE TALKS BUSINESS 


These four companies all make 
the same products, offer the same service 


23 


ADVERTISER'S WEEKT 


These four businessmen need 
the products those companies make 


One lives in India, one in Egypt, 
one in South America, one in New Zealand 


WHY? 


Because, through advertising in the international 
editions of Lire, the products of one company are 
known throughout the world. The products of the 
others are known only within certain areas. The 
formula for success in world markets today can be as 
simple as that — and this is why. 

In 120 countries outside the U.S. and Canada, ad- 
vertisements in the international editions of LIFE, 
are seen by the people who can do more than any 
others to develop markets for your company’s goods 
or services. Survey after survey has shown that 
wherever the international 


editions of Lire circulate, 
. F + » 799 Write, telephone or call for further information to 


* & 


” Syurmesh ter Laten Aow rwa 
tee belch aremnd the weartd 
a 


International Editions, Time & Life Building, New Bond Street, London WI 


... yet all four bought the 
products of the same company... 


they are read by the most successful and influential 
citizens — leaders of business, industry and govern- 
ment— the people who sanction orders and contracts, 
who want and can afford the best of the world’: 
products for themselves and their families. 

Advertise in the international editions of Lire, 
and you build recognition, prestige and busines 
for your company among the people who constitute 
the world’s richest market for goods and services 
of all kinds. 


LIFE INTERNATIONAL—average net paid circulation 250,000 
—300,000 copies in English, circulating in 120 countries 
outside North America. 

LIFE EN ESPANOL—average net paid circulation 230,000 
300,000 copies in Spanish, circulating in Central and South 
America. 

Tnese are the INTERNATIONAL EDITIONS Of LIFE MAGAZINE, with 
a combined circulation of over 500,000 copies every fortnight 


The Advertisement Manager, Life 
Grosvenor 4060 
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UIZ 
YOURSELF 


Ask yourself these questions 
(honestly!) 


Do you have to duplicate such things as Board room minutes, 
market reports, instruction leafiecs etc? 


— eS | a 


Do you often need reprints of p eviously printed jobs? | 


= 


Do you watch carefully the core of your erates act 


"Does your Sales Department need 


eaflets? 


Have you éver admired the quality of your competitors’ 


sales materia!’ 


Cosy your Advertising Cepartmenc 


ise Direct ot Mail? 


Do you sometimes havc redundanc stock k of out-of-date 
stationery and sales |iieracure! 

= -- a a 
Do you sometimes need (101 19 a frantic hurry? 
Do you sometimes run « siacionery? 


If you have answered “Yes” 
more than four times... 
" ‘ you need Rotaprint... 


... the small printin 
¢ machine which wil! produ. 
‘7 nearly anything within 
* range, on practically an 
‘i of paper. Rotaprint is ¢! 
‘ answer to all your prin! 
: problems. Convenicn 

versatile ; efficient; simpic 
economic ; quick. 
Now ask yourself on 


more question—"“Why dont! # 

find out more about Rotaprint © 
ie today?” To return this coupon — 
a involves not the slightest 

obligation. Our technica! 


representative will call only 
at your express invitation 


Rotaprint House, Honeypot Lane, London, N.W.9. 
Telephone : COLindale 6822 (/2 | 


ENQUIRY FORM 


Please send, without obligation. printed specimens and full details of Rotaprint 
eesti 


fn Li2 
Pin this Enquiry Form to your letterheading and post to 


ROTAPRINT LTO © HONEYPOT LANE © LONDON, N.W.9 


> sae avmegeaameaasae: 


| 
| 
| 
DSPARTMENT | 
| 
| 
| 
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New metal counter trays 
raise store efficiency 


HE trend to modernisation 
in the nation’s shops and 
stores continues without dimi- 
nution. This is partly due to 
the way in which the self- 
service habit has caught on 
and partly also to the 
fierce determination on the 
part of many managements 
to acquire as big a share of the 
prevailing prosperity as pos- 
sible. 
Modernisation can be an ex- 
pensive business—inevitably so if 


structural alterations have to be 
carried out on the building. 
There are, however, ways of im- 
proving the general efficiency of 
a store without recourse to such 
drastic measures. Among many 
current devices in this connection, 
Expanded Metal Co., Ltd., have 
developed a form of flattened 
“Expamet” expanded steel tray. 

Fitted with ticket holders, the 
trays are finished in a variety of 
eye-catching colours and the 


smooth surface of the metal en- 
sures that no article displayed in 
them can be damaged 


The new “Expamet 


MARKETING A NEW PEN 


counter trays have been chosen for use in a 
number of the departments of Henry's Stores Ltd., 


Manchester. 


continued 


highly successful and it prefaced 
an eight-month period of con- 
solidation and planning. During 
it there were further issues of 
Sheafiers News Letter, additional 
trade press advertising, a steady 
scheme of consumer advertising 
in The Times and the Manchester 
Guardian, The Economist, Punch 


and the Reader's Digest. The 
advertisements continued the 
Sheaffer style of an _ upright 


scraperboard drawing of a pen in 

the “Top-well” bottle of Skrip 

but showing the pen being filled. 

The headline conveyed the same 

impression as before with “Own 

the finest pen in the world.” 
addition, 


In a series of 
courses to 
instruct retail staff in the 


service manual has been pro- 
duced and a free block service 


organised. 

It is expected that the full fruit 
of this prepatory period will be 
gathered in the forthcoming 
Christmas selling season. Sales 
reports show an increasing accept- 
ance for these high quality pens 
and an ever-growing number of 
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This advertisement (which drew 

attention to the press campaign) 

was placed in the “Stationery 

Trade Review” during the early 

months of last summer. Sales are 
rising satisfactorily. 


stockists are showing Sheaffer 
pens with point-of-sale display 
material. 
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NATIONAL BOAT SHOW 


NUMBER 
Published January, 1956 


Press date for ordinary advertisements, December 5 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. 
TERMINUS 3636 
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TRAFFIC 
MARASER 


Erwin Was» & Co. Ltd. 
requires < 

traffic/dets:. service 
manager 


This is an importo pointment with 


excellent prospect ’ progress on 


the administrative sice 


Applicants must hove | iss production 
knowledge and experience, os well as experience 
of the organisation of o /orge agency. 

Apply in confidence, « 
qualifications to 

Vv. K. Watson, 

Erwin Wasey & Co. Ltd 
Brook House * Park Lone > W.! 


etails of career and 
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Ad Man’s Bookshelf 


Guide to the movement 


of ideas in society 


By JOHN CRISFORD, 
public relations and advertising executive, Frederick Aldridge Ltd. 


N their recent book, on how 
people get their ideas*, the 
two authors give 11 interests 
and activities which act as 
channels of intercommunica- 
tion Between people living in a 
given society. They are: 
@ Education 
®@ Religious activities 
@ Clubs and associations 
®@ Sports and hobbies 
®@ Public houses 
@ Public affairs and politics 
@ Travelling about 
@The cinema and other 
public entertainments 
®@ Radio and television 
@ Newspapers and maga- 
zines 
® Books and libraries 
Clearly, this list is of consider- 
* The Communication of ideas, by 
T. Cauter and J. S. Downham, pub- 
lished by Chatto and Windus for the 
Readers’ Digest Association Lid., price 


25s 


able interest to al! employed in 
public relations and advertising. 
Here is a list against which to 
check any public relations or 
advertising scheme, and unless 
you are certain that there is a 
favourable climate of opinion 
towards your product or service 
in all these fields there is scope 
for increased activity. This is 
certainly a formidable thought. 


Importance of activities 


But the authors have given us 
more than this. They have given 
a very good guide to the 
relative importance of these 
activities. e book deals with 
them at length, but for quick 
reference some of the chief 
figures have been abstracted and 
these appear in the accompanying 
table 

It should, of course, be remem- 
bered that the survey pn which 

@ Continued on page 28 


How town dwellers get their ideas 


— ie 


Percentages 


Education 
Currently taking part-ume course 


Religious Activities -— 
Go to church once or more a week 


Clubs and Associations — 
Membership 


| Sports and Hobbies 


Take part in sports during year 
Watch uring year 
Have 


| Public Houses 


Visit once or more a week 


Public Affairs and Politics 
Membership of political party 


Travelling About 
Annual holidays away from home 
Getting about im the town daily 


Cinema and Other Public Entertainments 
Visit cinema once or more a week 
Visit theatre once or more a week 
Go dancing once of more a month 


Go to music concert once or more « month 
Visit a museum or art gallery once of more a month 


Radio and Television 
Hear radio six or seven days « week 
See television six or seven days a week 


Newspapers and Magazines 
Read one or more 

Morning papers daily 
Evening papers daily 
Sunday papers 
Weekly papers 
Major weekly general magazines 
Major weekly women’s magazines 
Major monthly genera! magazines 
Major monthly women's magazines 


a book ‘now’ 
Borrow books from a library 


Books and Libraries 
Reading 
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How do 


you approach ay 
atycoon?: _& 


Not an easy prospect. To men who spend 


on his scale, the defensive frame of 
mind becomes a habit. Much the 
best place to catch him, nowadays, is in 

that group of 54,000-odd who read 


The Economist 


22 RYDER STREET, ST. JAMES'S, 
LONDON, SW1 


€ car 
— \ Se ee 
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wWA i How ideas circulate in 
modern town society 


these figures are based was made The object of the table (page 
in the City of Derby and does not 26) is to give public relations and 
pretend to represent the average advertising men a compact sum- 
figure for the whole of the. mary of some aspects of a fas- 
Jnited Kingdom cinating and useful book. Full 
an Nevertheless, as the authors § details can be found within its 
point out, Derby was chosen as pages. 
being a typical self-contained 


‘lant, cts cocetasy lhe year in 
town, and not a development ee 
area, a university, a spa, or a television 


festival centre. The conclusions Television Annual for 1956, edited by 
drawn from Derby are unlikely Kenneth Baily, published by Odhams 
to be much at variance with the — Press Lid.. price %. 6d 
| ge ee 
| 70 wae. its appearance this year as 
Figures altering rapidly British commercial television 
The press, radio and television S°MeS into its own and viewers 
stand high in the list for effective [oF the first time have a choice 
coverage as would be expected of programmes open to them. 
(radio and television figures are, In an article headed “This may 
of course, now altering rapidly). be a TV revolution,” the annual’s 
Other high figures, not perhaps so editor, Kenneth Baily, reviews the 


expected, are the membership of prospects for commercial tele- 
0 I clubs and associations (62 per vision and declares that “at heart 
cent among men) and the having . (it) is a gamble. The hive 


of some hobby (63 per cent of talent-seeking and artistic in- 
among women). The advocates genuity it will stir up is bound to 
of outdoor display will not quaf- «sting Lime Grove into something 
rel with the figure of 93 per cent more than its normal service 
for men “getting about in the There will always be an antidote 
town’ daily,” but that only two to BBC complacency. 


per cent of women go to a music Long-term effect 
concert once or more a month 


may lift some highbrow eye- “But there may also be a 
. brows danger of too many TV cooks 


The figures given in the table thinning out the limited talent 
- do not all appear in the book, available, with the long-term con- 
r although they are all culled from sequence that the viewer turns to 
it. For example the figure of 93 TY more and more as a utili- 
per cent for men “getting about arian mews and_ information 


i in the town daily” quoted above is gadget, and Jess and less as an 
| obtained by adding the figures for entertainment.” 
the number of occasions which A new feature of the annual is 
men went out on a typical week- an article explaining in easy-to 


day once (53 per cent) twice (31 understand language how fault- 
SS per cent) and three or more times _ finding and adjustment can safely 
(nine per cent) be carried out 


Fashion tie-up in corset display 


printing in 


<a XT. a U Ee 


The trend towards tying up foundation garments with fashion was 
DAY A WILKINS |" * NTW KING™ ROAD, LONDON. 5.W.< illustrated recently by a Marshall & Snelerove window, which 
featured the Berle Sarone girdle and evening dresses by 


Susan Small 
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* Facts that buyers of space 
need lo Know #0u8 


£31,000,000 manor 


These facts are brought out in a oe which 
Research Services Limited have undertaken for 
the Birmingham Evening Despatch. The survey 
covers an area within a ten miles radius of the 
centre of Birmingham in which the Evening Despatch 
has 93° of its sale. All those who plan to sell to this 
highly prosperous market need this up-to-date 
information. 


MS The amount spent by Women 
readers of the Evening Despatch 


on major items of clothing. 


The probable expenditure by 
readers on durable goods. 


The number of readers who intend 
eM to buy a house in the next 12 months, 


and the price they will pay. 


The income of readers of the 
Evening Despatch averaged over 
earners and non-earners. 


THESE AND MANY MORE VITAL 
Zz FACTS ARE INCLUDED “IN THE 
S_ BOOKLET “A £31,000,000 MARKET” 


may we send you 8 copy, 


Write to T. G. N. PEARCE, LONDON ADVERTISEMENT DIRECTOR 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED. 167-170 FLEET STREET. LONDON. E.C.4 


or KENNETH W. BAILEY, ADVERTISEMENT MANAGER 
EVENING REDS « @ S F- CORPORATION $7.86 6.73 BIRMINGHAM “ 
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grapher's wife 


husband's library an‘ 


a useful applica 
bilities, you w! 
offers. It would, ™ 
word” in preci: 
authoritatively 
in the productio: 
The GRANT PRO! 
(Museum 8717 
and 7 Little Pa: 


es ee 


ats. 


(Coventry 64978) 


CALL IN 


WATERLOO 6544 


44-$0 LANCASTER STREET, LONDON, 
3 The Parsonage, Manchester. Blackfriars 4052 


Every woman erpect« ‘he last word—uniess she is a lexico- 


Mrs. Webster (s» the «tory runs) came unexpectedly into her 
ound appily, and expertly, kissing the 


maid. 
“Noah!” she cr “prised.” 
“No, my dear.” he re; ‘ ber. “You are astonished: / am 
As no situa’ 


npromising, could find the great 
man at a loss for \"T PROJECTOR is never at a loss for 
not already discovered its capa- 
' the versatility of the service it 
mplacent to call it the “last 
1¢ advertising studio but it is 
y necessary piece of equipment 


Rathbone Place, London, W.1 
t, Birmingham 3 (Central 4131) 
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For bigger and better enlargements 
for photographic prints in quantity 


CARLTOGRAPH 


‘Advertiser’s Weekly’ Special 
Retail Market Report—I 
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Distributive costs pave 
the way for self-service 


DURING the past five years the distributive trade in this 
country and in Europe has been receiving considerable 


attention. 


In England the Census of Distribution Reports of 


1950, together with the writings of James B. Jeffreys of the 
National Institute of. Economic and Social Research, have caused 
vigorous discussion, while the report Productivity in the Distribu- 
tive Trade in Europe, published by the Organisation for European 
Economic Co-operation, has studied the problem in a wider 


context. 

It is always easy to assume 
that the man next door is not as 
efficient as he should be and that 
the cost of living would be re- 
duced if he were to improve his 
methods ; that shop-keepers, con- 
ditioned by wartime shortages 
and rationing, can make easy 
profits without bothering about 
the customer; and that, while in 
the United States and on the con- 
tinent there is an attitude of mind 
more flexible and open to new 
methods, and also greater activity 
and interest in improving dis- 
tribution, littl has been taking 
place in England. 

The OEEC report contains the 
statement: “The efficient organ- 
isation of the selling function is 
essential if full and continuous 
employment is to be maintained.” 
The statement can be dismissed 
as a truism, but with the cost of 
distribution accounting for any- 
thing from 35 to 50 per cent of 


the retail price of goods the im- 
portance of efficiency needs 
emphasis. 


Cost of distribution 

The chairman of Unilever Ltd., 
in his annual statement four 
years ago, stated that at that time 
the distribution costs in Western 
Europe, including the manufac- 
turer's advertising, selling and 
transportation, and the whole- 
saler’s and retailer's margins, 
ranged from 23.7 per cent of the 
consumer price, excluding pur- 
chase tax, for margarine, 37 per 
cent on soap powders, 47 per 
cent on toilet soaps to 62.7 per 
cent on toothpaste 

As he explained, the reason for 
the differences could be ac- 
counted for by a number of fac- 
tors, although, equally it could 
not be denied that economies in 
distribution through the reduc- 
tion of waste were possible. 

In Scandinavia and on the con- 
tinent, investigation into the dis- 
tributive trade has taken several 
forms. In Sweden a Royal Com- 
mission is studying distribution, 
and re-sale price maintenance 
has been outlawed; in Holland 
costs and margins are under dis 
cussion and investigation; in 
Belgium, according to reports, a 
new law has been enacted re- 
stricting the development of de- 
partment stores, and several new 


international organisations have 
been established in Europe for 
the exchange of information and 
ideas between distributors. 


Many research projects 


Finally, national productivity 
centres and government depart- 
ments in Holland, Denmark. 
Italy, France and Germany are 
promoting research into the 
various aspects of distribution, 
for example, the operating costs 
of the different stages of distri- 
bution. 


tical research in Britain was 
not only desirable but also 
essential, but the extent of its 


As regards productivity in dis- 
tribution, any increase during the 
last 15 years appears to have re- 
sulted from a reduction of ser- 
vices to the consumer rather than 
changes in methods, except for 
the introduction of self-service 

a field in which considerable 
progress is now being made. 


Comparatively new system 


The self-service movement is 
a comparatively new develop- 
ment (it is perhaps true to say 
that the experimental stage has 
now been completed) and while 
little conclusive information on 
the subject is available, it appears 
from reports that it was intro- 
duced for the first time in the 
United States about 1932. In 
Europe self-service was intro- 
duced much later and it was not 
until after 1945 that it began to 
be adopted in the United King- 
dom. 

There were a few isolated 
experiments prior to 1945 (the 
London Co-operative Society was 
introducing a form of self 
service in some of its shops from 
1942) but wartime shortages of 


@ Continued on page 32 
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; First class products 
deserve the best displays 


Write for new 8 page 
Brochure “Sales-aids 
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Leading National Advertisers choose 


Va a DISPLAY CRAFT of LONDON 


88 Acre Lane, London, $S.W.2 BRixton 7871-4 
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SELL THE DOCTOR WHEN 
HIS MIND IS ON MEDICINE 


ae On January | the first issue of 


MODERN MEDICINE 
will be published. This journal will 
be an entirely new approach to 
doctors in the United Kingdom. 


=> WE HAVE LEARNED from 25 


years serving the doctors in the United States . 


e WE HAVE LEARNED from 10 


years serving the doctors in Canada... 


WEHA {RNED from 5 years 


careful study and « th British doctors... 
that there is a vit ournal which brings 
to the family do n G ise and well-styled 
form, all the im; ipments in medical 
diagnosis, treatm tion throughout the 
world. 


Wi (LSO LEARNED 
how to fill that pia 


MODERN MEDi¢ 


under the editorial cont 
doctors and surgeon: 

of 10,000 family do« 

A.B.C. Membership has bec 
outset the distribution 

by a Chartered Accour 


a 


OF 


cl of leading British 
guaranteed minimum 
ractice 

! for, and from the 
ssue will be certified 


We are happy to annou he following leading 
companies which serve # edicine have already 
reserved space for !9%¢ Others, of course, are still 


finalising their schedule 
List of Advertisers 


Abbott Laboratories Led. ‘aperal Chemical (Pharmaceuti- 
td. 


Alles and Hanberys Lid. cals 

Armour Laboratories Lid Lederle Laboratories Led. 
C. L. Bencard Led. bh Lilly & Co., Led. 
Benger Laboratories Lid. >» Maw, Seon & Sons Led. 


Meoley & James Led. 
Ortho Pharmaceutical Led. 
Paines & Byrne Led. 
Parke Davis & Co., Led. 
Pfizer Led 

Phibps \-Ray Equipment 
Riker Laboratories Led. 
Roche Prodects Led. 
Sandoz Products Led. 

G. D. Searle & Co., Ltd. 
E. R. Squibb & Sons 

A. Wander Led. 

William R. Warner & Co. 
Joba Wyeth & Brother Lid. 


ry We have published a brochure about 


Bengue & Co., Led. 

Berex Pharmaceutical Co.. Ltd 
Bristol-Myers Co., Led 

British Oxygen Led. 

Burroughs Wellcome & (0 
Calmic Led. 

Ciba Led. 

Crookes Laboratories Lid. 
Distillers Co. (Biochemicals) Led. 
Ethicon Suture Laboratories Ltd. 
Evans Medical Supplies Led. 
Geigy Pharmaceutical Co., Led. 
Horlicks Led. 


OF GREAT BRITAIN 


GREAT BRITAIN 


MODERN MEDICINE OF GREAT BRITAIN 


If you would like a copy, please write or 
telephone 


MODERN MEDICINE OF GREAT 
3 & 4, Lincoin’s Inn Fields, W.C.2. 
Telephone : CHAncery 2929. 


BRITAIN 
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Growing acceptance in UK 


of new retail methods 


food and other commodities and 
rationing were responsible for 
some of the delays in develop- 
ment. A stimulus was, however, 
given to the movement in 1949, 
when the government announced 
that arrangements had _ been 
made for the licensing of struc- 
tutal alterations which might be 


necessary to adapt food shops 
to self-service stores 
By the end of Mafch, 1950. 


only some 60 licences had been 
applied for and granted but, on 
the other hand, many shops had 
taken advantage of a concession 
which permitted structural altera- 
trons to be made up to a limit of 
£100 per annum without a 
licence Moreover. a_ building 
licence was unnecessary for some 
of the fixtures required for self- 
service or for the special cash 
register which might be required 


New method pioneers 


The pioneers in self-service in 
this country were undoubtedly 
the retail co-operative societies, 
which had considerable faith in 
the new form of trading. Assum 
ing the number of stores of this 
type was negligible in 1946, it was 
not until about mid-1951 that the 
thousand level was reached, and 
of this total, almost entirely com- 
posed af grocery stores, it was 
estimated that 700 were owned by 
the co-operative movement. Be- 
tween 1946 and mid-1949 it 1s 
probable that less than 500 shops 
were opened 


In the spring of this year the 
first national conference om self- 
service methods, sponsored by 
the Grocery and Provision Trade 
Self-Service Advisory Committee, 
was opened by the Postmaster- 
General! ind in August this 
vear two figures of great interest 
were published by the Self- 
Service Directory of Stores and 
by the Self-Service Development 
4ssociation 


According to these authori- 
ties, the total number of self- 
service stores was then 2,293 
and membership of the 
Development Association was 
140. Making an allowance for 
unknowns, it is probable that 
the total number of stores is 
now 2,500. 


Since the 1954 report was 
ssued rather more than a year 
before, there had been an _ in- 
crease of 461 in the number of 
stores—-equivalent to an average 
monthly rate of 35, which is 
higher than during the previous 
vear. And of the total, the co- 
yperatives accounted for just 
over 61 per cent, as compared 
with 66.5 per cent in 1954 and 
66 per cent in 1953 

Thus, although co-operative 
retail stores still have a vast lead 
over all other organisations com- 


@ Continued on page 4 


Self-service for 


shirt range 


ELF-SERVICE for shirts has 
been introduced by Mekay 
Ltd. 

The managing director, Moss 
Kaye. has designed a shirt dispen- 
ser exclusively to sell his com 
pany’s own wares It consists 
of stands containing a range of 
Mekay shirts of the most popular 
sizes, and is fitted with three 
glass fronted drawers, which hold 
the rather less called for sizes 


Cutting the time 


The dispenser enables indepen 
dent sales of shirts to be made 
away from the normal sales 
counter, and within the short 
period that it has been on display. 
it has already been found that it 
takes staff half the time to sell 
twice as many shirts at rush 
periods. “Seven out of 10 cus 
tomers requiring shirts, a high 
proportion of whom are secre 
taries and wives, are buying off 
the dispenser Not only does it 


catch their eye,” confirms the 
hosiery and shirt manager of 
Blurtons & Co., Ltd. at the 
Strand, London, premises, “but 


they are able to pick out the right 
size for themselves, and save 
precious moments in their lunch 
break.” 


The units have just been 
delivered throughout Great 
Britain to a large number of 
Mekay retail stockists, which 


include men’s outfitters and chain 
stores. In due course they will be 
despatched to Mekay agents 


throughout the world 


The new dispenser enables shirts 

to be sold faster at rush periods 

Mekay agents throughout the 

world will be getting them in due 
course 
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ABC certified net sale January/June, 1955 


By far the largest sale of the financial weeklies 


INVESTORS’ CHRONICLE 


the only financial weekly with an ABC certificate 


| 2@% 889 
is : | 
CSC 
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Trend to wider range of 
goods for self-service 


bined, their lead during the past 
13 months has decreased, and 
from the names and figures pub 


Jeffreys, Sweden (with onl 
seventh of the number o 


one- 
food 


shops there are in Britain) has 


lished, _ the multiples ind =some 1,600 self-service units and 
independents are beginning | France about 1,200. In Switzer- 
adopt the new system in earnest and, Germany, Holland and 

Multiples (firms with a! lea Belgium, similar developments 


10 branches) have increased the 


e taking place, although more 


share in the total from 19.8 1 wly im some countries than in 
22.6 per cent, and independ rs 

traders from 13.2 to 15.7 pe “ 

cent As regards the peri Two Way experiments 


fives, iiwa 


slavegerin 


In the early stages and, in fact, 


that the societies had recently, the development 
converted one store self-service has been very 
days during the pe h confined to the grocery 
review j 


Notwithstanding 
in the numbers, self 
account for under 
of the number of ge 
in the country, and 
that their trade is 
cent of total turnov: 
figure is of the er 


food trade, but more recently 
iments have been taking 
in two directions, namely, 
widening of the range of 
is stocked by existing self 
¢ food shops and an exten- 
of the development to other 
lon 


bor example, the Express 


NOVEMBER 


NCLUDED among the fittings of a growing number of shops and 


showrooms is the 


‘Lumenated Ceiling” 


type of lighting. A 


recent application of the system was to be seen at the Motor Show 


stand taken by Simms Motor 


Units 


Lid. The lighting was evenly 


diffused by the \$-foot wide “ceiling” which was suspended over the 


front half of the stand and extended upwards to form a facia. 


The 


in many ways, but ry Company Ltd., which has lamp arrangement comprised 20 four-foot 40 watt fluorescent tubes 
so when compared a strong supporter of the running parallel to the tracks of the ceiling 
in the United States. + vement for some time (and 


been estimated that 


ch, according to a report in 


other organisations the American 


Another example is the co-opera 


“super-markets” ‘ il this year, had $8 out of its supermarket style tive retail stores where, equally, 
from the stores branches operating the self- It is, perhaps, a logical develop- 4 logical step was to include 
nearly 80 per cent ice system) has begun to sell ment that household goods, other departments, where they 
trade iriety of other goods in these stationery, books, and haber- Were in proximity 

As regards ot s. The company has tended dashery, should be included in Part Il of this survey will be 
according to a stat follow more closely than the range of goods for sale. published on November 25. 


; who: . == \makes up your mind? 


} 


It takes more than strength of mind 


7 


"tk and power of decision 


to choose the right paper or board 


for a printing job. 


It takes years of experience 

to tell what materials will give 

the most telling elect. 

Today many firms safeguard themselves 
by consulting paper experts. 

Before they choose 


they simply : 


speak to 


SPICERS LIMITED .- 19 New Bridge Street - London EC4 - Telephone: Fleet St 4211 
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covering the world’s largest display of 
labour-aiding equipment at Earls Court, May 9-19, 1956 


FEBRUARY... ADVANCE DETAILS MAY... EXHIBITION PREVIEW JUNE ... EXHIBITION REPORT 
Here is a first choice for everyone selling Published May 2—and on sale at the Show 1956 will be a year of tremendous sales o! 
mechanical handling equipment abroad —a —this Exhibition Preview will act as a guide labour-aiding equipment. This issuc, out J unc 
special number of the organising journal to the entire Exhibition. It will contain a_ 1, containing a fully illustrated report on the 
giving buyers in over 50 countries acompre- Directory of exhibitors, floor plans, illus- exhibits and highlights, will appear when 
hensive advance survey of everything at the trated stand-by-stand preview of exhibits, buying plans are in their final stages of dis 
1956 Mechanical Handling Exhibition. It Convention and Film programmes, etc., etc. cussion. Your advertisement here will have a 
can gain world-wide publicity for your An issue that will sell widely and well. powerful impact throughout the world 
products. PRESS DATE ...DEC. 2 PRESS DATE ... MARCH 9 PRESS DATE ... APRIL 6 


MECHANICAL 
Set Re TOON stink HANDLING 


wish to be included are advised to apply immediately 
to H. A. Collman, Exhibition Manager, Mechanical song 
Handling Exhibition, Dorset House, Stamford St., S.E.1. The joaves’ shes erganivep the eukibicion 


MECHANICAL HANDLING - DORSET HOUSE - STAMFORD STREET LONDON S.8.1. - WATERLOO 3333 (66 LINES) 
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SWITZERLAND 


Powers 
give you 
Service 


Scandinavia 
North America 
Latin America 


Africa 
Brit. West indies 
Holland 
Cyprus 
rernovone! Publishers’ Representatives 
ondon, $.W.t. Wht 3366 


JOSHUA B. POWERS LTD 
14 Cockspur Street, | 


We have been goin 
RIGHT AHEAD 


The 
NORTH WALES 
CHRONICLE 
Group 


NORTH WALES CHRONIC. 
NORTH WALES PIONEER —_— == 
FLINTSHIRE OBSERVER = «sr a5 GROUP, latent sale Nurs 
Y CLORIANYDD (We'sh) stoppage) is 

HOLYHEAD CHRONICLE 


140,214 
for COMPLETE coverage 


COPIES WEEKLY 


of NORTH WALES vill, Ura gsgrerd, end showing on 
rresponding period of | 


ales another | | OME UNTIES 
eat aa N\A SP APERS GROLP 


A.B.C. Net Sales january/june 143,765. 


14/- per s.c.i. _PER 45/ TRADE 
from 1 January, 1956 INCH al ye 


CAXTON HOUSE,BANGOR | 


London Office : 
13) Fleet Screet, E.C.4. Central 1960 
80, Fleet Street, E.C.4. Head Office LUTON Phone $050 


‘Phone FLEet Street 4438 Agver Monag Cc. W. Gilder 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 


Fh 
SILK SCREEN ARTS Lt 


97 SHIRLEY ROAD. CROYOON 
ADOISCOMBE 3147-8 


41GMEST GRADE 
CLEAN © SHARP 
PASTS MANSY 


SPEEDY SERWICE 
) EXPRESS 4 
DELIVERY 


YOUNG & FOGG RUBBER CO. LTD. 
| Wimbledon, 5.W.19. LIB 628! (6 lines) 
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Outstanding sales success 
of Uganda radio show 


Radio set sales leapt sharply following the opening of a special 
exhibition in East Africa. The existence of a large market was 
clearly established. 


HE first radio and electri- 
cal exhibition staged by 
the Uganda Radio and Electri- 
cal Traders Association in col- 
laboration with the Depart- 
ment of Information was held 
at Makerere College Hall, 
Kampala, earlier this year. 

It was an outstanding success 
exceeding even the wildest ex- 
pectations of its organisers. It 
is estimated that nearly 20,000 
people visited the show and that 
the value of orders placed was 
in the region of £16,000; firm 
inquiries were received for goods 
worth almost as much again. 

The most encouraging feature 
was the interest displayed by 
Africans and especially African 
housewives, who stood enthralled 
by cookers, refrigerators and 
electric irons while their hus- 
bands sampled electric shavers 
and listened to a variety of radio 
sets. 


Origin of exhibition 


The exhibition originated from 
a suggestion made by the Uganda 
Protectorate Department of 
Information in 1954. At 
that time the newly-built radio 
station was almost ready to go 
on the air and the department 
was seeking ways of increasing 
the sale of low-priced wireless re- 
ceivers and the building up of a 
listening public. Government had 
already removed the 22 per cent 
customs duty from cheap sets and 
sales had begun slowly to in- 
crease. But more was needed. 

At this stage the chief engineer 
of the Uganda Broadcasting Ser- 
vice, Graham Phillips, put to the 
trade the idea of holding an ex- 
hibition of radio receivers. The 
response was enthusiastic but it 
was soon clear that the scope of 
the exhibition should be widened 
to include domestic electrical ap- 
pliances as well. Discussions 
showed that there was need for 
an association of electrical 
traders which would have as one 
of its first objects the encourage- 
ment of the wider use of electri- 
city in the home. 


Combination of traders 


Thus, in May last year, the 
Uganda Radio and Electrical 
Traders Association (URETA) 
came into being and now has 21 
full members and three associate 
members. It is worth reporting 
that URETA was the first com- 
bination of traders to be formed 
in Uganda and its success has 
been such that recently Kenya 
has been stimulated into starting 
a similar q 

A television display — the 


first ever seen in East Africa— 
drew vast crowds. Attendance 
figures grew daily until, in the 
closing few hours, the hall and 
its approaches were jam-packed. 
The UBS stand was another big 


radio sets 
and electric appliances was 
such a success that the sug- 


attraction ; here the public were 
able to ask for their favourite 
records. 


The sale of cheap radio sets 
received an immediate stimulus 


dealer reported that even 
before his shop opened in the 
morning Africans were on the 
doorstep with cash in hand to 
buy receivers. 


There are a number of con- 
clusions to be drawn from this 
exhibition: 


@ The African will buy incen- 
tive goods if they are attractively 
presented to him, if he can see 
them in operation, and if he can 
be given time to examine and 
make up his mind about them. 
Many exhibitors said they had 
been flooded with inquiries (and 
given firm orders) by people who 
would not normally enter a shop. 


@As soon as the UBS’s big 
news transmitter is _ installed, 
making radio reception possible 
in all parts of the country. 
URETA should be encouraged 
to send a travelling version of 
the exhibition to the provincial 
towns. 


®@ Consideration should be 
given at once to the possibility 
of holding a trade fair, covering 
all classes of incentive goods 
The eorollary to this is that an 
exhibition centre should be built. 
Makerere was not nearly big 
enough even for the limited range 
of goods shown by URETA. 


@The African housewife can 
play a major part in developing 
sales; the attendance of women 
at the Makerere showed their 
keen interest and the purchases 
they stimulated were particularly 
impressive. 

As one African businessman 
commented: “I can’t remember 
any single event arousing so much 
interest among the African 
people and, above all, the African 
housewife.” 
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MILLION CIRCULATION —several mil- national average in spending power—and the 
lion readers—that’s a lot of heads. But advertising the kind of people who influence others. They |i) 
men have to do more than count heads—they have the magazine, and they trust it—and there ar 
to penetrate them. millions of them. Millions of heads—heads well 

To make friends for a product, and to influence worth counting. 
people, is easiest if you can reach them when they 
are in a receptive mood. When they are reading, for 


>a 


example—not just glancing at pictures and head- 


lines. It is this, coupled with a million circulation, oe CERTAINLY ! 


that makes The Reader’s Digest one of the great Any second colour you want at onty £26 extra »~ 
advertising media of Britain. For the Digest is a (qa... 

’ eee b wey printing on The Reader's Digest’s heat-set rote: 
reader’s paper. It is written to be read, bought to Hm press costs only 20% mare than black & white, 
be read, and then passed on to others to be read. : Ree 


Digest readers really read—-and they'll read your 

advertising, too. Both pages ont oat pages can bleed: 40°, mor: 
The Reader’s Digest offers you an audience of I space at only 105% more cost. 

men and women prepared to think about what you 


have to say to them. They are well above the 


NO WONDER THEY CALL IT 


The Reader's Digest 


A MAGAZINE FOR READERS WITH A GUARANTEED MILLION SALE 
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The pattern of retail trading in Canada is changing 
with speed. Exporters in the United Kingdom should realise that— 


Hard promotion is needed in this 


November I1, 1955 


rapidly developing market 


By D. C. SMYTH, 
of the London office of Southam Newspapers of Canada 


HE most noticeable thing 
about the mode 
Canadian food chain stor: 
their cleanliness, their size 
their essentially modern design 


Many of the maj 
occupy as much as 20,00 
feet of selling space. | 
sist of a series of island 
on which are displayed 
for sale , often these 
30 yards long and 
many as 10 or 12 px 

The fronts of 
markets consist of 
glass window ¢) 
ground level, beh: 
often small rock 
round-abouts to k 
dren amused whi 
shopping. The ac 
operation itself is 
wheeling a wire 
with a seat for 
ated) up and down ' 
selecting goods rey 
only personal conta 
the pass out desks, v 
is totalled, and 
afterwards when 
loaded into the car 


Budgets and buyiug 


Estimated figures p 
average family’s week! ' 
at $19; at times the su 
as much as $35. Buying 
a matter of persona) 
there is no opportunity for olf 
fashioned selling methods, ai 
many purchases are of an 
pulse nature. Indeed. it 
acknowledged that when the 
housewife takes her husband 
shopping, many delicacies d 
items never otherwise seen find 
their way into the shopping 
baskets, and it is reliably stated 
that the volume of impulse buys 
often rises as high as 35 per 
cent. 


The people in charge of super 
markets are, in a sense, practising 
psychologists and eye appeal is 
their greatest weapon. Becaus« 
of the nature of a self-service 
store the housewife does not 
make a detailed list of all the 
items she wants, but remembers 
essentials and relies on spotting 
other products during her journey 
down the aisles. Goods designed 
to tempt young eyes are always 
placed on the lower shelves and 
the children are therefore play- 
ing an increasing part in dictat- 
ing purchases. 

At least one night every week 
the super-market remains open 


+ 


9 p.m., in the East (this hap- 

usually on a Friday) and it 
been stated that between 12 

on Friday and 6 p.m. on 
irday no less than 60 per cent 
rocery buying takes place. 


Sales and profits 


‘erhaps the most significant 
f the story of the Canadian 
stores is related to their 
ting principles high 
ne sales with a low profit 
n The Canadian food 
try has in recent years 
ed its gross profit margins 
between 22 and 24 per cent 

yout 15 per cent to-day, and 
profits are usually in the 
bourhood of 34 to four per 


'o achieve these ends mer- 
vaodising policy has to be cold- 
oded; there is no room for 
oching lines which will not 
‘ce, with consequent distress 
ics or write-offs. Price, quality, 
‘uractive packaging and con- 
ner acceptance are all of prime 
‘in portance, 
\ very close check is kept on 
erchandise passing through 
re, purchasing committees 
tng at the chain's head 
» dictate policy and must be 
vinced that a product is 
expected to turn over in 30 days, 
each foot of shelf space, 
carefully allocated according to 
expected sales of the product 
1 iS to occupy it, is carefully 
tabulated as to the revenue it ts 
anticipated to earn. A line not 
producing its target is soon 
“temporarily discontinued” and 
another substituted. 
lt is then twice as difficult 
and three times as expensive to 
gain its re-acceptance by the 
hain in question. Quality is 
» longer the only criterion by 
which a _ product will be 
act epted. 

There are exceptions, however, 
for in certain of the largest stores 
a small section is devoted to 
speciality items such as sauces, 
pices and imported delicacies, 
but generally speaking that is the 
exception rather than the rule 
In addition, it is often the case 
of the consumer buying what the 
chain store management want to 
sell. If they have their own 
brand of jam, coffee or are 


closely allied to a biscuit manu- 
facturer, those items are given 
undue prominence. 

It will be evident that the 
development of self-service has 
entailed a fresh approach to cer- 
tain aspects of grocery mer- 
chandising. In the first place it 
is no longer possible to rely upon 
the grocer to recommend a par- 
ticular product to his customers ; 
brand names must be promoted 
and the product pre-sold by 
means of national advertising. 
At the end of each island counter 
in the super-market there is often 
space for individual displays. 


Arranging the displays 


Some chains in Canada have a 
blanket rule which forbids manu- 
facturers arranging these indi- 
vidual displays of their products ; 
others allow them at a certain 
charge to the manufacturer. All 
are interested in promotion 
allowances because of rising 
operating costs and the low mar- 
gin of profit on which they work. 

In time, it has been suggested, 
a stage will be reached when 
only those manufacturers who 
are prepared to give the largest 
allowances will survive, or will 
at least receive the most business 
Demand must therefore be 
created and maintained for pro 
ducts being stocked by super- 
markets and any marketing pro- 
gramme must be so timed as to 
achieve the maximum possible 
impact; there are no second 
chances 

That Canadian food manufac- 
turers realise this need is shown 
by the fact that during 1954 
advertising expenditure on food 
and food products increased by 
23.11 per cent over the previous 
year. 


Importance of pack 


In the second place, eye appeal 
and packaging has assumed 
greater importance than’ ever 
before. Pornt-of-sale material is 
not allowed in the majority of 
self-service chains and uniform 
eye-catching displays are the 
alternative and at least one way 
of achieving impulse sales; dis- 
tributors or selling organisations 
must be equipped to be able to 
ensure that sales do not fail be 
cause of the lack of such display 

The essence of the food store 


CANADA 


business is volume turnover, 
space is limited and so must be 
intensively utilised. The manu 
facturers must help the chain 
store operator in this way by 
ensuring that his packages stack 
well (without the use of inter- 
leaving cardboard), that there is 
adequate space for marking 
prices without the possibility of 
smearing, that the pack is 
designed to be free from the 
danger of pilferage, that colours 
are bright and labels attractive, 
easily read and identified, selling 
points quickly assimilated, and 
lastly, that cases can be easily 
opened 


Proportion is growing 


To sum up on the Canadian 
situation, the chain stores are to- 
day gaining a greater proportion 
of the food business, with fewer 
but larger stores, with more self- 
service, greater variety of mer- 
chandise, vastly improved equip- 
ment and numerous shopping 
advantages, added to vigorously 
competitive mass production 
prices, resulting from the lowest 
percentage profit margins yet 
seen in any trade in Canada 

At present the full impact is 
being felt in the United Kingdom 
only by those firms intimately 
concerned in the export of food- 
stuffs to Canada, and because of 
the swiftness with which changes 
are taking place, even they are 
often out of touch 

Promotion in Canada has 
always been an essential part of 
selling ; to-day, it has assumed 
even greater importance and 
simply cannot be ignored if dis- 
tribution is to be achieved. One 
of the first questions put by many 
of the buying committees of the 
super-market chains is “What pro- 
motion do you intend to under- 
take?” or in other words “Are 
you going to be prepared to 
create sales for us?” 

In that way the development of 
the super-market will affect the 
advertising business in this 
country just as it has in Canada 
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Let Maclean-Hunter 
build your sales 
volume in Canada 


Canada is a vigorous, bustling land of new and expanding 
industries, of ambitious young people planning boldly for 
tomorrow, of executives who make million-dollar decisions for 
their companies today. Handsome rewards in selling await 
those who study the buying habits of her people. 


The Maclean-Hunter organiza- 
tion was founded 68 years ago to 
serve the needs of a young and 
developing nation. It has helped 
to nurture a unique business and 
cultural climate. 


Today, Maclean-Hunter publica- 
tions bring experience, skill and 
high publishing standards to the 
service of Canadians and their 
maturing economy. They serve 
industrialists and merchants with 
news of latest Canadian develop- 
ments in equipment and methods. 
They provide Canadian families 
with top-flight Canadian service 
articles, Canadian entertainment, 
Canadian editorial discussions. 


Only national Canadian publica- 
tions can meet these needs. 


Maclean - Hunter editors are 
recognized Canadian authorities 
and their publications are leaders 
in their fields in Canada. 


These concepts of Canada-wide 
coverage, of specialized Canadian 
service and of editorial leadership 
are responsible for the growth of 
Maclean - Hunter publications 
through the years. 


These concepts, we believe, en- 
sure you of a responsive audience, 
and more for your advertising 
dollar, in a Maclean - Hunter 
publication. 


68 YEARS OF PUBLISHING LEADERSHIP 


MACLEAN-HUNTER LIMITED 
Wellington House, 125 Strand, London, W.C.2 


Temple Bar 1616/7 
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Sell to Canada’s 
expanding markets with 
these M-H Publications 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Canadian Homes and Gardens 


BUSINESS NEWSPAPERS 


The Financial Pos: 
Style 
Home Goods Retailing 


BUSINESS PUBLICATIONS 


Bus and Truck Transport 

Canadian Advertising 

Canadian Automotive Tac: 

Canadian Aviation 

Canadian Grocer 

Canadian Hotel Review 
and Restaurant 

Canadian Machinery and 
Manufacturing News 

Canadian Packaging 

Canadian Paint and Varnis/ 
Magazine 

Canadian Printer and Publis 

Canadian Shipping and Marv 
Engineering News 

Canadian Statione: 

Civie Administration 

Design Engineering 

Drug Merchandising 

Electrical Contractor of Canc 

Fountains in Canada 

General Merchant of Canadu 

Hardware and Metal and 
Electrical Dealer 

Heating and Plumbing Frgineer 

L’ Epicier 

Le Prix Courant 

Marketing 

Men's Wear of Canada 

Modern Power and Engineering 

Office Equipment and Method 

Painting and Decorating 
Contractor 

Plant Administration 


BUSINESS ANNUALS 


Business Year Bool 

Survey of Industrials 

Survey of Mines 

Survey of Oils 

Directory of Directors 

The National List of Advertisers 


OTHER SERVICES 


The Financial Post 

Corporation Service 
Canadian Press Clipping Service 
Commercial Printing Division 
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Trade and Technical Press Viewpoint 


How much should a retailer spend on 
advertising? One trade journal has 
investigated the matter: 


Guide to traders 


on ad budget 


wear percentage of his 
annual turnover should 
a small trader spend on adver- 
tising? The suggestion that 
£250 should be allocated iv: 
this purpose from a turnove: 
of £5,000 shook member f 
the National Federation ol 
Merchamt Tailors, when 

was put to them at thcir re 
cent Bournemouth con/erence 
according to Men's Weur 


“The figure in some m:: wa 
nearer £50 per year,” con mented 
the editor, adding: ‘I: fen 
that many bespoke men ») | hay: 
to revise their ideas ab: adver 
tising appropriations if |! are 


to be successful with 
paigns about which s 
heard nowadays.” 


Scheme under consideratio:. 


A joint promotion scheme 
collaboration with th Inte 
national Wool Secreta nd 
the Woollen Merchants Assoc. 
tion, is under consider 
the tailors’ federation. “Succes 
ful collective promotion 
organised at less than 
hundredth part of the « 
competitive advertising arrang 
by individual tailors,” Dennis 
Clive, of the IWS, told the « 
ference. 

Then came G. W. Reece, o! 
Cc. J. Lytle (Advertising), Ltd 
with sets of specimen figures | 
individual advertising by tailors 
in urban and rural areas, 
totalling £250 in each case 


For the urban tailor, he gave 


Thirteen insertions, four inches 
across two columns, in local 
evening paper, on alternate weeks, 
over 26-week jod ~March-June 
and October-November, at £10 

© insertion 150 
advertising filmiet at local cinemas 
1} weeks showing over 26-week 


period, at £2 per week 26 
Six direct-mail shots of 1,000 a 
£10 per 1,000 60 
Contribution to bespoke promotion 
scheme 10 
Miscellaneous reserve and display pa 
£250 
For the rural location, the 
breakdown was : : 
‘ 


Thirteen insertions, eight inches 
ecross two columns, in local 


weekly, on alternate weeks 
same 26-week period, at 
16s. each - . 216 


By SCRUTINEER 


cinema filmlet, 13 weeks’ 
ng over 26-week period, 
£2 per week . ~» 2 6 
ect-mail shots of 1,000 at 
per 1,000 0 
ead posters in local buses ; 
per year, at £2 Ss 45 0 
crown posters on local 
two at £9 per annum 18 0 
son to promotion scheme 10 0 
4 
0 


wclaneous reserve and display 18 


the rural tailor, explained 
Reece, he had spent rather 
money on supporting 
cruising, because, although the 
iotry weekly press was still 


‘lective, its readership was much 


ver 


[he country tailor, therefore, 

ied to secure a wider audience 
1 greater repetition, through 
ther media forms. 


> * * 


/MMENTING THAT in the last 
iter of the year about 
00 will probably be spent 
dvertising to the public by 
aufacturers in the trade, the 
h Jeweller posed the ques- 
Will the sales which this 


penditure produces be made 
rough the jeweller? 


One of the eye- 
catching advertise- 


ments now being 
run in the trade 
press by Vactric 


Lid., makers 


must be faced,” said the journal, 
“because while some of the big 
advertisers will be publicising 
goods that can only be bought 
from the jeweller, others will 
advertise goods sold by the 
stores, the chain shops, and even 
the shops of other traders. The 
tobacconist with his cigarette 
boxes and cases; the stationer 
with his pens and pencils; the 
chemist and hairdresser with 
their compacts and costume 
jewellery. There are many points 
where this trade overlaps into 
others. 

“All this advertising will be for 
branded goods, and though much 
of the old prejudice against 
branded goods has disappeared, 
some of it lingers. But ask your- 
self if it is fair trading for a 
jeweller to sell something bear- 
ing his name if he had no share 


Tie-up with trade advertising 


Tying up with their current press advertising (see example above) is 
@ series of window displays at the Vactric company's London offices 
featuring domestic cleaners and polishers. 
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Invite press 


“Here’s a concrete idea for 


the organisers of the next 
International Bakers’ and 
Confectioners’ Exhibition,” 


declares the writer of “Com- 
ment of the month” in the 
current “Baker”: “Get the 
editors of the trade press 
round a table well ahead of 
the event and take their advice 
and suggestions. . . . Let them 
‘have a go’ at the public !” 


in making it. Surely the prestige 
he seeks should come from the 
service he gives to the public in 
selecting, displaying, selling and 
maintaining the goods he stocks 
Customers do not to-day expect 
a shop to manufacture on any 
scale. 

“An ever-growing proportion 
of the jeweller’s goods are likely 
to be of the branded type which 
the manufacturers are active in 
helping him to sell. He will not 
go far wrong if he takes advan- 
tage of the manufacturers’ sales 
efforts. If the jeweller neglects 
the opportunities offered, then 
other shops are bound to take 
advantage of the demand created 
by this national advertising. 

“By linking up his own 
advertising and display plans 
with the national advertising, 
the jeweller is able to direct the 
public towards his shop. He 
will not want to risk submere 
ing the reputation of his firm 
by doing this, and so he may 
find it advantageous to run 
Separate advertisements which 
concentrate on the special 
goods that he alone can offer 
in his area. But he should not 
ignore that half million pound 
fanfare which will be sounded 
during this Christmas quarter.’ 

* * « 

Tue Shoe and Leather Record 
has come out in opposition to 

@ Continued on page 42 
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The Premier 
Trade Journal 


14,900 Weekly 
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ADVERTISER'S WEEKLY 


140,000 


HOMES EVERY DAY 


LEICESTER 
MEH URY 


LONDON. C.P.R. CRAN: .' Ec.4, TEL. FLE. 6820 


to Dine’ 


Catering and Wine 
published in January. 


““Invitations 


The most complete sury 
Industry yet produced 


Listing 

Every worth while Catering esiablishment within 40 miles 
of Piccadilly Circus 

A full coverage of the ent Vine, Spirit and Brewing 
Industries, with articles by the leading authorities in 
the Trade. 


A complete chart for ready-reference. 


This book is designed to provide information for 
Tourist and Resident alike it will have the widest 
circulation abroad and at home, so placed that each 
copy will be in constant use by business men, 
executives, and everyone who proposes to travel 
to this country for business or pleasure. 


The original print order wil! be !0,000 copies. 


The perfect medium to reach the 1956 
Tourist Trade. 
ARE YOU IN IT? 
Full information from: 


THE GRAYS INN PRESS, 


42 Grays Inn Road, London, W.C.1. 
Tele. Nos.: Holborn 6093 & 8149 
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Trade journal examines 
private shows at fairs 


the practice which has grown 
during the past two or three 
years of the staging of private 
shows by manufacturers during 
the run of trade exhibitions in 
which they do not co-operate. 

In the case of the Shoe and 
Leather Fair, the journal told 
readers, the practice was origin- 
ated by four of the larger manu- 
facturers, and what they did a 
few years ago 40 smaller con- 
cerns are now also doing. 


Too much travelling 


The criticism continued: “The 
result is bad from many points 
of view, but it bears most hardly 
on buyers. Normally, sellers 
are expected to wait upon buyers 
and to study their convenience, 
but during fair week buyers are 
expected to travel about over a 
wide area in the busiest parts of 
London in order to be able to 
see what suppliers have to offer. 

“The task of getting about 
central London is becoming more 
arduous, and more time-wasting 
as the years pass, and it is not 
surprising that strong protests are 
heard at the inconvenience 
caused. The plain fact is, of 
course, that those holding these 
private shows are riding on the 
fair band-wagon, and are cash- 
ing in on the efforts and outlay 
of those who take stands at the 
fair, and who, by so doing, con- 
centrate the interest of the trade 
on London during the week. 


Confusion in press 


“In addition to the inconveni- 
ence to buyers, another very im- 
portant aspect of the matter is 
the confusion which is caused in 
the public press. With such diver- 
sion of effort, and such obvious 
absence of co-ordination, the 
press can hardly be other than 
mystified and cannot be expected 
to give to footwear during this 
period the attention in_ its 
columns which should be given. 
A representative gathering of 
shoe manufacturers under one 
roof would unquestionably excite 
much greater interest and receive 
much greater notice on the part 
of the newspapers. This point 
was strongly expressed by several 
press representatives in the press 
room at Olympia.” 


Classifieds aid 


AN APPEAL to readers to make 
the task of the department deal- 
ing with classified advertisements 
as easy as possible was made 
recently by Pharmaceutical 
Journal, which every week carries 
200 to 300 “smalls.” 

It was explained that the classi- 
fied advertisements go to press at 
noon on Wednesdays, because 
“with a circulation of nearly 
30,000 it would be impossible to 
close our pages at a later hour 


Selling to-day 


“Salesmanship is an art 
which the younger members 
of many trades . . . have not 
yet had an opportunity of 
practising to the full and in 
some instances hardly at all,” 
declares the editor of the 
“Paper Box and Bag Maker” 
in the current issue. “Slowly 
but surely, however,” he has 
gone on, “we are moving to- 
wards a period of rationalised 
buying and selling. ... Our 
younger salesmen will find it 
mecessary that they first be- 
lieve in themselves, in the 
company they represent and 
the products they sell. In- 
structions, reports, quotas and 
commissions mean nothing in 
the absence of these funda- 
mentals just as much as an un- 
derstanding of one’s cus- 
tomers, their problems, their 
fads and their fancies is 
essential.” 


and still ensure distribution by 
Friday morning to most members 
(of the Pharmaceutical Society of 
which the Journal is the official 
organ) and not later than Satur 
day to the small remainder.” 

The dangers of mistakes occur- 
ring in the telephoning of classi 
fieds was emphasised and readers 
were asked to be more precise 
in their instructions regarding 
repeats: “The department con- 
cerned should be given at least 
the category into which the adver- 
tisement was placed and the date 
of the issue in which it last 
appeared.” 

The point was also made that 
the Journal had to ensure that 
no announcement is carried which 
might lead to the contravention 
of either the spirit or the letter 
of the law regarding the practice 
of pharmacy as controlled by Act 
of Parliament. 


| Branded fruit 


THe Fruit Trades Journal con- 
siders it is time for the trade to 
reconsider its conditions of sale 
so far as they relate to branded 
produce or to goods packed 
under a standard label such as 
that promoted by the Fruit 
Growers’ Associations 

In a recent leader it declared : 
“Here, where the very existence 
of the label is a warrantee of 
certain known and published 
standards of size and quality, sale 
by sample ought to be the rule 
Buyers should be prepared to pay 
more in such cases because they 
know far more precisely than is 
normally the case what they are 
buying and what they need allow 
for wastage. They know, too, 
that this allowance should be 
considerably below that normally 


@ Continued on page 44 
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a train of events... 


... that starts in the C.D.0. factory in the heart of London, can prove the most direct 
sales aid to advertisers who realise that 3-dimensional selling, used skilfully and as a com- 
plement to other media, is the most important part of any sales campaign. We are 
constantly adding to our facilities, because it is our aim to maintain our position as the 
largest and foremost producers of all forms of display. Please ask us for one of our 
“ When you come to see us” leaflets and then . . . do come and see for yourself. Our 
Works are one mile in length . . . when you come, you should wear comfortable shoes | 
Ps. If you are interested in sets and scenery for Commercial TV. . .. there will be a 
surprise for you. 


CITY DISPLAY DR CANISAYTD 


30 UXBRIDGE ROAD + LONDON, W.12 + SHEPHERDS BUSH 1281 
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THE MERCHANT SHIPPER 
The Journal for Export Management 


The monthly journal which keeps the Export Manager up to 
date with all the latest changes in Export Procedure. 


Regular monthly articles on Export, Finance, Law, Insurance, 
Export Packing, Sea and Air Transport. 


if your product or service is of use to the Export Manager 
then use the advertising columns of The Merchant Shipper. 


Send for o specimen copy ond rote card te: 


The Merchant Shipper, 2622 Billiter St., London, E.C.2 
Telephone No. Roya! $322 


A rellable 


nedlum for HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives In all branches of the 


— : Meta! and its allied industries. 
po ag TWICE WEEKLY 7UTSDAYS AND FRIDAYS 
Publiched by METAL INFORMATION BUREAU LTD. 
— PARK Birkett rouse 27 Albemarle Sereet, London, W.1. 
H 
5805 


WRITE FOR SPECIMEN COPY & RATES ) 


THEATRE & 
EXHIBITION 
CONTRACTORS 
LIMITED 


26, PROGRESS WAY, 
CROYDON. Phone 2824-6 


Specialists in Exhibition 
Feature Construction, 
Stage Decor, Scenery 


Why not put your TV 
Feature or Exhibition— 


ON ICE! 


We have complete equipment 
available as supplied to 
RADIOLYMPIA 
RADIO EARLS COURT 
DAILY EXPRESS FOOD FAIR 
No. | THEATRES 


' 


Member of the Audit 
Bureau of Circulations 


Paint Oil « Colout 


JOURNAL 


The right paint medium is of 
fundamental importance 
whether it concerns a raw 
material or a trade journal. 
The Paint, Oil and Colour 
Journal is the only journal in 
its field which has the authority 
of an ABC certificate behind 
its circulation figures. Each 
copy has a proved average of 
four readers. It is just a fact that 
all executives in the industry 
regard it as their journal. 
TREN NRE 


Advertising rates from the Paint, Oil and 
Colour Journal, 83/86, Farringdon Street 


London, B.C.4. Telephone: City 4788/9 6640 | 
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Demand for better roads 
publicity campaign 


made for produce which is 
bought on “exhibit” and not on 
sample 

“This is really a matter for 
the growers themselves or the 
Organisations to discuss with the 
salesmen’s representatives.” 


f Road scheme 


FIGHTING words 
publicity scheme on a much 
wider plane have come from the 
Autocar, The scheme concerns 


, a road programme, for which the 


journal has been agitating for 
some time past. The time has 
arrived, concludes the journal, 
for strong comment in _ these 
words: 

“For some time past we have 
deplored the lack of publicity for 
a road programme. 

“With one or two notable 
exceptions, most of those who are 
powerful in such matters seem 
content to accept the government 
stonewalling on the subject... . 
There are signs that the patience 


of the saints is becoming 
exhausted. Various interested 
bodies, not before time, have 


| decided to foster a campaign to 


awaken the public to the need for 
more roads. Prominent amongst 
them is the Society of Motor 
Manufacturers and Traders, as 
indeed it should be, for on the 
expansion of _ Britain’s road 
system depends the future health 
of the motor industry. No one is 
going to buy a car which is un- 
able to leave the garage owing 


| to the congestion outside the gate. 


We hope, also, that the motofing 


about a 


Organisations will be prominent 
in this campaign; there will be 
few motorists to object to the 
spending of their membership 
fees in a cause that is so much to 
their benefit. 

“Let them see posters on the 
hoardings, advertisements in the 
press, placards on vehicles. lf 
telling ammunition is wanted, let 
the findings be quoted of the 
government's own research 
organisation on the subject—the 
Road Research Laboratory. Over 
and over again the laboratory has 


demonstrated how the lack of 
good roads is causing death, 
injury and financial loss to 
Britain. 


“The Motor Agents’ Associa- 
tion has appealed to its members 
for subscriptions to this cam- 
paign, but we hope that its sub- 
servient attitude in doing so will 
not be copied. It is stressed that 
the campaign is not directed 
against the government—not in 
any way. Why on earth not? Is 
government infallible? Has the 
lesson of Crichel Down been so 
soon forgotten?” 


* * * 
INTRODUCING itself to readers, 
Conference News, a monthly, 


says this of its plan and purpose: 
“In the main, we have decided, 
we shall deal with the organisa- 
tion of conferences. Apart, how- 
ever, from these questions of 
choosing the conference venue, 
arranging floral decorations, re- 
cording conference speeches, pro- 
viding news for delegates, and so 
on, we shall deal with a number 
of other highly practical matters, 
in coming months.” 


{ Technical publications on show 


On the stand taken at the Manchester Fuel Efficiency Exhibition, 
John D. Troup Ltd. featured the company's two journals “Steam 


Engineer” and the 


number of booklets, Charts, et 


“Industrial Heating Engineer,” together with a 
likewise published. 


Also on the 


stand was a continuously working model which showed important 
facts about the efficient burning of coal. 
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THE UPWARD TREND OF COMMERCIAL TELEVISION (1) 


6th week 


109% 


increase 


5th week 


87% 


increase 


Bigger and bigger grows the audience 


RELATIVE RATE OF AUDIENCE INCREASE 


How is the audience for commercial They are remarkable figures. They 
television increasing ? That is the are figures that are far larger than 
question we have been constantly anything we could have hoped for 
BVA asked in the last few weeks. What is And they are figures that are rising by 
7 the answer ? leaps and bounds, week by week 
A i We gathered all the available figures Commercial television, in fact, has 
from the leading independent research already succeeded beyond all expecta 
organisations. We collated them and tions; and nothing succeeds like suc 
took the mean average. The results cess—that’s why wise advertisers are 
you see on the graph. These figures making sure of their TV time by 
show the terrific rate of growth in the booking now. 
numbers of sets capable of receiving 
commercial television programmes. 


% dncrease jn anteancd 


ASSOCIATED TELEVISION (PROPRIETORS: ASSOCIATED BROADCASTING COMPANY LTD.) 
Television House, Kingsway, W.C.2 Telephone : Chancery 4488 
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Chemicals 


Materials Handling —C Ont 

Acids Solvents Weld-fittings Containers (all types) 
Alkalis — Worm Wire Dressers 
Aromatics (5 Silicates ~s Mixers (Fluid) 
Acetone Spirits Feed and Proportioning Plant lieys 
Alcohols Sulphuric Acid Bien, Spray Driers 
Ammon:« Sulphurous Materials Centrifugal Pumps Vessels 
Ammonia P: Synthetic Fibres Conveyors Vats 
Calcium Ch Synthetic Rubbers a Weight Feeders 
Coal Tar Dus : Tanning Materials Jucting Plant Design 
Chlorine Textiles (Synthetics) Flexible Metal Hose oy Lh 
Carbide Chemcs Urea Glass Pipe Lines Atomic Plant 
Catalysts Varnishes Glass Pumps Air-Conditioning Plant 
Detergen's Hoppers (Feed) Ball Mills 
Disinfectants Construction Materials Pipe-work Conditioning Plants 
Ethers Aluminium Tubes Couplings 
ectasives a (Acid-resisting) Cable Glands 

ertilisers astings * Chain Drives 
Fats Concrete Pipes a —~eeed Differential Converters 
Formaldeh » Jc Copper Indinati Controllers Drums 
Gelatine Field Erection Equipment Salitecnesaoes Diaphragm Pumps 
Glycerine Fabrication Measuri Instruments Dehydration Plant 
Gases (Compress. Filter Materials Magnet ng Dust Control and Recovery 
Isolates and Derive Foam Glass ae. seme Switches Electrolyte Plant 
Isotopes Glass Plants H Meters Evaporators 
Intermediates Hoist-blocks rd Equi t Extrusions (Industrial) 
Laboratory Chemics Insulation Materia! a ane Erectors 
Odorants Laboratory Furniture Scales _ Furnaces and Furnace Plant 
Oils, Fats and Wave ucts Speed Reducers Flanges 
—. é ——— a Tempampuee Indicators Fine-gri Plant 

roleum Produ abrica ssembl Co nent rument: Fillers and 

Petrochemicals Refractories antes — Teg Soe 7 Fans — 
Radio-Chemica's Refractory Concrete Materials Handling Grinders 
Rare earths Rubber Products Air-Handling Apparatus High Temperature Stabilisation Plant 
Resins Stainless Stee! Bunkers Heaters 
Reactors Stoneware Bucket Elevators Humidity Control 


Note: This is intended to be typical only and should not be regarded as exhaustive 


“ BRITISH CHEMICAL ENGINEERING ” is _ new technical developments and wider uses and £5 
to be the vigorous new monthly technical journal applications within the user industries. It will e 
specifically produced as the representative of the promote new methods for an industry which is * 
entire ey. it will circulate amongst Executives constantly expanding, due to its progressive by 
responsible for the purchase of chemicals, and _ scientific outlook. ci 
chemical plant and equipment. “ BRITISH CHEMICAL ENGINEERING ” will a 


“ BRITISH CHEMICAL ENGINEERING ” will keep pace with progress at home and overseas, B 
be the link between consumer and producer through- _as it reviews month by month further expansion — et 
out the world, with regular features describing and development in an industry which is spending _ ir 


Further particulars, rates and dummy upon application to 


THE NATIONAL TRADE PRESS LIMITED - DRUR 
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Plant and Design—cont. 
Kittel-Plates 

Liquid Level Control 
Liquifaction Plant 
Link-belt 

Oil Distillation Plant 
Pulverising Machines 
Purification Plants 
Preheaters 

Pumps, corrosion resisting 
Package Boilers 
Rotary-driers 

Rotary Kilns 
Spray-nozzles 
Steam-traps 

Sterilising Machinery 
Seals 

Steam-purifiers 

Scaling Boxes 
Turbo-Blowers 

Turbo Exhausters 
Tower-fillings 
Ventilation Plant 
Water Softeners 
Weighing Hoppers 
Worm Reduction Units 


Power Supply 

Boiler House Equipment 
Economisers 

Feed-water Heaters 
Generating Plant 

Heat Exchangers 

Motor Control Equipment 
Nuclear Reactors 

Steam Super-heaters 


Power Supply —conr. 
Turbines 
V-Belt Drives 


Process Equipment 
Autoclaves 

Atomic Equipment 
Ash-blowing Equipment 
Air Preheaters 
Centrifuges 

Condenser Tubes 
Compressors 
Crystallsers 

Cols 

Crucibles 

Dyeing Machinery 
Drying Machinery 
Electrical Equipment 
Electronic Equipment 
Electro-Precipitation Plant 
Filter Plants 

Filter Presses 

Filter -aids 
Homogenisers 
Hydro-extractor 
lon-exchange equipment 
lonisers 

Laboratory Equipment 
Ovens (all types) 
Processing Plant 

Plug Valves 

Vacuum Pumps 
Valves 

Water Stills 

Water Sterilisers 


THE EDITORIAL CONTENTS WILL INCLUDE: 
A monthly Digest of Technical & Commercial 
Developments 

Regular features on Nuclear Engineering 
Chemical and Process Equipment News 

Regular reports on laboratory, pilot and 
production techniques 

World Surveys of the use and demand for British 


Regular Reviews of Unit Processes 


Articles by qualified contributors on plant 
design, construction and maintenance 


Materials of Construction Reviews 
Feature articles on Packaging, Containing and 


£50,000,000 on new plant in the current year, and 
exporting in excess of £200,000,000 per annum. 

* BRITISH CHEMICAL ENGINEERING ” will 
become the standard media of the industry. Its 
circulation policy will allow no waste for the 
advertiser, and the Readers’ Service Enquiry 
Bureau, which will be organised by the journal, 
enables genuine enquiries to be circulated to the 
industry with a minimum of delay. 


to Heywood & Company Ltd. 4 subsidiary company of 
RUSSELL STREET - 


IRY HOUSE - 
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Materials handling 
Regular Articles on Chemical Economics 


A special Reader Information Service to link 
overseas users with British manufacturers 


LONDON - WC2 


Ninpwewere 11 1066 
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Technical Print 


Review 


Maurice 
Kelly shows 


how 


says ROGER DARCY 


L= us open by discussing 
a very brave and, at the 
same time, ambitious effort 
Wishing to re-establish hims« 
in regular employment in thé 
field of printing production after 
five years’ illness and conveles 
cence, Maurice C. Kelly has ; 
duced a booklet to show cxa 
what he can do 
He has sent me, and | be 
a number of firms, a remarka' 
piece of work, whi I 
printed himself. He 
claims as to the press » 
is not, after all, seeking 
a printer. But it can f 
said that quite a numbe 
mercial printers could 1 


well. 
Drawing of fish 


The cover asks whether « 
owns a goldfish and there : 


delightful colour drawi: 
such a fish. The copy ther 
on to say... “Never m 


only a sprat to catch ar re 

but what a sprat! A versa 
tility in layout and typographica 
treatment is shown which ts not 
given to many The work ha 
charm and yet solid commerce. 
worth and full details of paper, 
blocks, type, inks and prod 
tion are given. 

The colophon reads: “Produ 
tion: the applicant, at his pre 
The booklet was produced wiit 
a limited budget and the cho 
of type and other material being 


@ Continued on page 49 


Drawings of a variety of lamps 


surround the realistic presenta 

tion of two of them on the 

covers of the booklets recently 
published by Siemens. 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly | 
for practising 
solicitors 


Cl. CHA 6855 


MILK TRADE 


21.RED LION ST. W 


WILK INDUSTRY 


DAIRYING 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 
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MEAT TRADE 


_ Meat Trades’ Journal 
Weekly net sales exceed 
33,000 

| For 66 years the officia! 

| organ of the meat trode 

| 5 CHARTERHOUSE SQUARE, LONDON, E.C.! 
be 


CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
1415 COLEMAN ST., LONDON, £.C.2 
Tel.: MONarch 1995 


FOOD pended 


24 YEARS 
oF PUBLICATION © 


= . 
- 3. 


— 
— 

000 vanes, ao 
> cannes 8 


The Monthly 
Register 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 


| BUCKINGHAM PALACE 
GARDENS, LONDON, 
Tel.: SLOane 034! $.W.1 


PAPER I 


The leading 
monthly technical 
journal for the 
Paper-Making 

industry. 


NOVEMBER 11, 1955 


TRADE AND 


MUNICIPAL WORKS AND 


LOCAL GOVERNMENT 


MUNICIPAL | 
ENGINEERING | 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 
officer in local 
government. 


4 Clements Inn, W.C.2 
HOLborn 5502 


83 TUDOR ST, LONDON.EC4 


~ CIVIL ENGINEERING — 


CONTRACTING 


CONTRACTORS’ RECORD 


and 


Municipal Engineering 
(1908) 
Reod by 
the Contracting and 
ean a Industry 
every Mun coal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 659! 2/3 


CLAY PRODUCTS AND BRICK MAKING 


THE BRITISH CLAYWORKER 
Leeding world technics! journe! for 
Brick, Tie and Were 


Overseas Sales equal 33% of tote! 
circulation. 


CLAY & BRICK PUBLICATIONS, LTD. 
23 Tavietock Street, London, W.C.2 
TEMple Bar 1664 


AND MUNICIPAL AND 
COUNTY ENGINEER 
The influential journal for all 
advertisers who sell to 
Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
Advt. Mgr. R. A. Caldwell 
8 Southampton Row, WC! 
Telephone : Holborn 0452 


The 


MUNICIPAL 
JOURNAL 
founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


PAINT AND PRINTING 


JOURNAL OF THE OIL 
®@ COLOUR CHEMISTS 
ASSOCIA TION 
Monthly publication with 
a world wide coverage, having 
@ leading position im technica! 
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HEALTH, HYGIENE AND 


SANITATION 


MEDICAL ‘OFFICER 


Since 1908 the pa A, professrono! weekly 
fer doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C4 
CENtral 5574/5 


“THE BRITISH 
and Overseas 


PHARMACIST’ 
For the buyer and technician in 
hospitals, pharmacies and laboratories 
everywhere. 


194-200 Bishopsgate, E.C.4 Ave 1444/5 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 11,275 ABC 
(Period Jan-June 19$5) 
IN MUNICIPAL AND 
ALLIED HEALTH. FIELDS 
90 Buckingham Palace Road, $.W.! 
SLOANE 5134 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


PUBLIC HEALTH 


OFFICIAL JOURNAL OF 
SOCIETY OF MEC wav OFFICERS 
OF HEALTH 
The largest circulation of any Journal 
exclusively dealing with matters affect. 
ing Public Health and Armed Services 
ore 
TAVISTOCK HOUSE 
Tavistock Square, London, W.C.! 
EUSTON 3923 


PAINTING AND 
DECORATING TRADE 


PAINTING & 
DECORATING 


The jJourna! of 


The Leoding journe! for all aessocicted 
Powmtung Decorating Trode 
CROMPORD WOUSE - MANCHESTER 4 


Publications 


MISCELLANCOUS 


THE 
BANKERS’ 
MAGAZINE 


is read by bankers, financiers, 
business and insurance 
executives throughout the 
world 
All enquiries to :— 
The Bankers’ Magazine, 
Blomfield House, 
Ss, London Wall, E.C.2 
Phone: London Wal! 4008 


Sports Parade 


THE MONTHLY JOURNAL WHICH 
GUARANTEES A CIRCULATION OF 
20,000— AMONGST GAMES 
MASTERS AND COACHES OF 
SCHOOLS — AND SPORTS CLUB 
SECRETARIES. 


FOR ADVERTISEMENT 
PLEASE APPLY TO 
655 GRAND BUILDINGS, 
TRAFALGAR SQUARE, W.C.2 
TELEPHONE WHITEHALL 4962 


RATES 


PUBLIC PURCHASING 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Officers who purchase 
for 
*% National Health Service 
* Local Authorities 
% Public Corporations 
10 Sackville Street, London, W.1 
Telephone: Regent 2255 


BUSINESS MANAGEMENT 


“OFFICE MANAGEMENT” 


Offieral Journal yo be Office Management 
ssortation 


The Journal read by 
those responsible for 


the machines and 
equipment used in 
offices 
Ofice Management Association Ltd. 


(by Guorontee) 
58, Victoria Street, London, $.W.! 
Tel.: ViCcoria 3216 
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GAS 
GAS SERVICE 


AND DOMESTIC COKE 


The only monthly designed exctusively 
for the Sales and Service side of the 
Gas industry 


11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


GAS JOURNAL 


FOUNDED 1849 
The leading weekly newspaper 
for the Gas Industry. 
11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


BOOT AND SHOE TRADE 


SPENCER HOUSE, SOUTH PLACE, E.C.2. 
Telephone : MONARCH 0666 
Telegrams : AASHUNUZE LONDON 


| ing out his own sell 


The Shoe and Leather 


Record 


Founded 1886 
The Pioneer and 
Progressive Paper 
e 


GRANVILLE HOUSE 
ARUNDEL 8ST. LONDON waa 


Tol. TEM 5524/6 


OVERSEAS MEDIA 


NEWSPAPERS 
PERIODICALS 


your 


Pass Oversees Space 
problems to 

PUBLISHING & DISTRIBUTING 
CO. LTO., Internetione! Pres Rep- 
resentatives. (77 REGENT ST... WI 


Tel. REG 65345. (Note new address) 


@ Continued on page 50 


Buying 


| relate to various kinds of 


ADVERTISER'S WEEKLY 


TECHNICAL PRINT 


REVIEW —continued 


This shows the style of 5 
layout in the Siemens 


governed to a great extent 
that readily availabic 

Because Mr Kelly cannot 
work in London, he seeks a job 
in the area roughly covered by 
the counties of Hampshire 
Dorset, Wiltshire Somerset 
Gloucestershire and Oxfordshire 
Well, there it is. He is a man 
who obviously knows his type 
and illustration. One wishes ' 
well, not only because | 
good craftsman and artist, bu 
because of his initiative in bring 
ng o 


Presenting the lamps 


chure 


Some very slick booklets ! 
been published by Siemer Tt 
AMps 
available, but have the sam 
basically designed ver I 
illustration of the lamp varies « 
well as the colour of the back 
ground, but the rest i ' 
with line drawing f vanous 
lamps in reverse 
Each cover is laminated Ir 
side, the layout vari but in 


cach it is very conten 
tone, clever use being n 


@ Continued on page 50 
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The visible packagieg of 


MARKEE 
PRODUCE 


Bright green in cover colour, 

this booklet on the use of 

Cellophane is aimed at growers 
and packers. 
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ADVERTISER'S WEEKLY 


Electrolux 
LAUNDRY 
EQUIPMENT 


to tell Britain’s leading 
food manufacturers of ‘ts 
many unusual advantages. 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.VV.) 


FOOD MANUFACTURE is one of th 
LEONARD HILL TECHNICAL GROUP 


HE specialised month|y 
journal dealing with all 
civil engineering in which 
earth-moving and = earth 
moving equipment are in- 
volved—open-cast coal anid 


and Publie Works Digest 
is another publication of the 


| 


LEONARD ‘Hill 
TECHNICAL GROUP 


MANUFACTURING CHEMIST 
FIBRES (NATURAL 4ND SYNTHETIC) 
PAINT MANUFACTURE 
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\ An elaborate catalogue 
on thermal insulation 


coloured background with a 
wavy line motif. 

They are one of the smartest 
series of publicity brochures | 
have seen for some time. 
Actually they are more than 
publicity brochures, they are 
reference works, too. Holes 
are punched at the side so that 
they can be filed together 
4 distinctive combination of 

extra bold and Perpetua 

1 is used on the covers. 


First-rate catalogue 


4 very elaborate catalogue 
mes from the Cape Asbestos 
Ltd. It shows their thermal 
ation materials. Produced 
Graphic Arts Ltd., in associa- 
with publicity manager H 
King, it has a solid but not 
exciling cover. 
Inside, however, the large land 
ipe shaped pages are very wel! 
! out, good use being made 
cut out half tones. The basic 
\.peface is Times Roman. There 
also some very detailed tables, 
ch must have required quite a 
of checking. In all, it is a 
roughly substantial job of 
k. The printing has been 
ried out well, by Alabaster 
ussmore & Sons, Ltd., London 
d Maidstone. 


Addressed to growers 


Another smooth job comes 
m British Cellophane Ltd. It 

1 booklet called the Visible 
aging of Market Produce, 

{ is addressed to growers of 

d dealers in, market produce 
immediate object is to give 
formation on the use of Cello 
ine in this trade. The attrac- 
ve, smart finish of the green 
ver has been obtained with 
irtauld’s cellulose acetate film. 
While very readable, I find the 
'ypography a little odd. Grot 
type is used on the cover in con- 


This is the cover of the booklet 

dealing with timber Roger 

Darcy questions the type 
combination inside. 


junction with an engraved three- 
dimensional Egyptian, which I 
would not care to name, nor do 
I admire it very much. The con- 
tents are set, for some unknown 
reason, in typewriter face, which, 
I fear gives it a very amateurish 
look to me—but perhaps net to 
market gardeners 

Another laminated booklet 
comes from J. G. Hardy & Co., 

d., of Castleford, Yorks. They 
have printed, for the Hickson 
Group, a book on timber preser- 
vative for the Far East. 

They say that they think that 
the combination of Blado italic 
with Rockwell is particularly 
effective—but I beg to differ, 
although I must agree that the 
job is well printed and laid out. 

It's simply that I do not think 
that Blado and Rockwell should 
be mixed at all. 

The colour work, illustration, 
and layout are quite good... 
but not that combination of 
types. Sorry, J. G. Hardy & Co.! 


This is one of the illustrations in the elaborate catalogue on thermal 


insulation materials produced by 
for Cape Asbestos Co., Lid, 


Alabaster Passmore & Sons, 
In Roger Darcy's opinion the big land- 


Led., 


scaped pages have been very well laid out. 
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“Liigicion. 


THE OWLY Independent journal 
devoted to LUBRICATION 


Read by Works Engineers, | 

Machine Designers, Oi! & 

Company Executives, etc., 7) 

ALL OVER THE WORLD 

SCIENTIFIC PUBLICATIONS 

3 Clifford Street, London, W.! 
Telephone: REGent 7996 


EDUCATION 


The Official Organ of the 
Association of Education Committees 


Published Every Friday 


Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 
180 Fleet Street, London, 
Tel: CHA 8844 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber - using trades 


180 Fleet S¢t., oe E.C.4 
Tel: CHA 8844 
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If they see it 


“VOGUE 


they want it! 


No other magazine has quite the irresistible January/June 1955 

appeal of Vogue. Vogue sets the fashion. certified average monthly 

Vogue influences what women will be net sale 

wearing and wanting. No magazine offers exceeded 

such a beckoning background to your 140. 000 


advertisement. Advertise in Vogue. 


House & Garden 


guides their buying! 


It's the magazine that is the recognised January/June 1955 
leader, the criterion of taste. When certified average monthly 


they're looking for new ideas, when they net sale 


seek guidance they look to House and exceeded 
Garden. They know if it is in House & 40,000 
Garden it must be right. House & Garden 


is a must for your advertising. 


Condé Nast Publications Ltd. 37 Golden Square, London W1 
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A Survey of 


THE ARCHITECTURAL 
AND BUILDING PRESS 


ADVERTISER'S WEEKLY 


How to appeal to men who control 


£1.000 million spending a year 


ARCHITECTS buy mighty 
little—but they control 
more than £1,000 million a 
year. “Selling” the architect on 
building materials or a building 
service is a highly specialised 
job, and it cannot be done suc- 
cessfully by thinking along the 
lines employed to sell beer or 
soap or cigarettes. 

Certainly the architect is a big 
consumer of ordinary consumer 
goods. He is quite a human, 
normal fellow in every way. 
When in Rome or Paris or 
London he does pretty much as 
the Romans or Parisians or 
Londoners do, and many an in- 
trigued architectural eye has 
wandered over non-architectural 
shapes on the beaches of the 
Riviera. But this does not mean 
that a snappy picture of a bath- 
ing belle will get the asphalt 
manufacturer anywhere. 


Very careful selection 


As a _ professional 
architect is staid, respectable, 
coldly analytical, extremely selec- 
tive in his acceptance of even the 
gentlest of humour. More than 
that, the average architect tends 
to be well above average intelli- 
gence. He is by no means a 
ready acceptor of our social 
economic system as the best and 
final answer for a highly civilised 
community. In the perfect world 
of his imagining, an independent, 
highly qualified organisation 
would alone present him with the 
technical facts about the materials 
which manufacturers produce, 
and the services which building 
contractors and sub-contractors 
offer. 

The architect carries a very 
heavy responsibility indeed. In 
theory, if comparatively rarely 
in practice, he is personal 
financially responsible for the 
successful performance of 
every building he builds. If a 
vast exhibition hall were to be 
built and the roof were to col- 
lapse, unless the architect could 
show that the causes were 
~~ his control and that he 

taken every reasonable 


man the 


By G. GODDARD WATTS, 
chairman, E. Walter George Ltd. 


precaution to avoid the risk, 
then a claim covering the 
damages involved could suc- 
cessfully be made against him. 


Or, to take a small case, were 
the architect to specify a certain 
paint for the walls of a bathroom 
and that paint failed, and it could 
be shown that the architect had 
not made sufficient inquiries and 
satisfied himself that the paint 
was adequate for the purpose for 
which he had specified it, then 
the owner of the bathroom would 
have a claim against his architect 
for the cost of painting 


It is hardly surprising, there- 
fore, that the best of good mixers 
and the most light-hearted of 
week-end companions becomes 
serious and practical and ex- 
tremely resistant to persuasion 
when the specification of a build 
ing material or the selection of a 
contractor is under consideration 
Under these circumstances, it is 
understandable that a good deal 
of publicity directed to architects 
should be concerned with demon 


strating that other architects of 
eminence have successfully used 
the products concerned on build- 
ings of major importance. 

Obviously, these conditions 
make life pretty difficult for the 
new product and the new con- 
tractor, and it gives the building 
industry a reputation for being 
conservative to a greater extent 
than it deserves. 

There is no doubt 
established product 
mendous advantage over the new 
product, unless the old product 
has deficiencies which cannot be 
overcome, and the new one can 
be proved, by independent tests, 
to be free from these deficiencies, 
or to have them in no greater de- 
gree and be considerably lower in 
Whatever the weight of ad- 
vertising put behind a product 
which has no advantage over 
existing products, the prospects 
of the successful introduction of 
the new product are unlikely to 
be good enough to make the in- 
vestment worth while 

This does not mean that the es- 


that a firmly 
has a tre- 


cost 


A wide-ranging display of piastic panelling will be on show at the 


stand taken by 


in London next Wednesday. 


Warerite Ltd. at the Building Exhibition which opens 
The above shows such panelling in the 


“Iberia.” 


tablished product can 
and not worry 
Every day there re 
people coming into the 
tectural schools, to 
architectural practice, | 
tectural employment 
authorities and national! 
tions and the like. Just 
in a suburban house w 
doors and windows cl 
three to four air changes an } 
so the architectural atn ere 
constantly changing 
The architectural schools 
and the early years in an archi- 
tect’s office all contribute to 
this, but skilful advertising and 
the provision of the right kind 
of technical information can 
do a very great deal to ensure 
that what is standard practice 
to-day is still so to-morrow 
What is skilful adve 
what is the right kin 
information ? 
Around the 1930's 
firm of architects 
Burnet, Tait & Lorne 
standardise the informa 
tained in the catalogue 
received from manufacturer 
what they called “Inf 
Sheets,” and virtually no cata 
logue that they received con 
tained the information about a 
manufacturer's product that they 
wanted, but they invariably con 
tained a great deal which they did 
not want. So the essential in 
formation about each 
turer's product was 
the form of simple drawings and 
notes on a single sheet of paper 
the drawings on the front and the 
notes on the back 


manuta 
translated in 


Discovering the advantage 


After two or three years at this 
work an invaluable library of in 
formation had been built up 
London Brick Company was 
the first manufacturer of build- 
ing materials to discover the 
tremendous advantage of such a 
factual presentation. About this 
time editorial publication of the 
sheets began. As time developed 
and all the origina! Burnet, Tait 
and Lorne sheets were published, 


@ Continued on page 54 
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ADVERTISER'S WEEKLY 


The Architectural and Building Press 


S4 


‘Ads aimed at architects should 
create a “quality” atmosphere’ 


the desirability of the continuing 
development of the project as a 
service to architects became 
apparent, and a number of other 
advertisers were becoming 
scious of the commercia! vaiuc 
of having their products pre 
sented in this straightforward, v 
biased, factual way 

These “Information Sheet 
are still being published at the 


a statement should be made on 
which the editors are unable to 
sausfy themselves as to its 
ccuracy. In either case the 
editors’ view is final, and nothing 
can be more valuable to the 
nanufacturer than the fact that 
irchitect-reader knows that 
thing goes into an “Information 
meet” on which he cannot rely. 


An artists impres- 
sion of the British 
Plaster Board 
(Manufact uring) 
Lid., stand to be 
seen at the Build- 
ing Exhibition. 


ridiculous drawings of buildings 
are used by manufacturers who 
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the general atmosphere which 
he should create about 


Very high standing should have a better under- organisation. ; 
rate of two every fortnight. and |’ standing of the architect's atti- More than one large organisa- 
no manufacturer of buildin it is, im fact, this integrity tude towards such matters. tion, to whom the architect is 
materials can have a sounce ch has given “Information The manufacturer, extremely important and whose 


starting-off point for his pu 
campaign, or a better bas: 
his technical literature | 
series of sheets prepared 
experts which are retaine? 
this purpose. These experts or: 
architects and architect’ 
draughtsmen of very consider 
experience in extracting ' 
about a product which tr. 
tect wants to know and | 
ing them in a concentr: 
to the architect, readi!) 
standable form. 
Sometimes, of course, a | 
facturer thinks that infor 
should be given which th« 
know is of no interes 
architect, and perhaps on 
sion the manufacturer think: t! 


ts” the very high standing 
h they have in the archi- 
tural profession. 
With the very wide usage 
hich they enjoy and the ready 
ceptance of information pre- 
nied in “Information Sheet” 
rm, there have naturally been 
or two attempts to copy the 
e of presentation. 
Che architect is very responsive 
well-presented material. The 
orial pages of the leading 
hitectural publications make 
s fact abundantly clear. Un- 
viunately the advertisement 
g% too frequently fail to take 
‘ir cue from the editorial side 
ude typography and—all too 
en—crude and architecturally 


and indeed anyone trying to 
appeal to the architect, is 
imposing unnecessary handi- 
caps on himself with every 
badly produced advertisement 
or booklet, or piece of letter 
heading or business card which 
he sends out. The good taste 
almost invariably exhibited in 
an architect's own offices, and 
indeed the very way in which 
the architect presents himself 
and lives, should give a clear 
indication to anyone who 
wishes to be acceptable to 
architects as to the standard 
he should adopt in all his 
publicity matter, in the repre- 
sentatives which he sends to 
the architect's office, and in 


architectural advertising is 
normally rightly tuned by his 
advertising people, fall down on 
a considerable amount of their 
printed matter, and on the general 
standing of many of their repre- 
sentatives. Half as much spent 
on press advertising would 
achieve the same result if all the 
ancillary activities were rightly 
tuned. 

In short, if you want to “sell” 
to the architectural profession, it 
is of first importance to under- 
stand the architect himself. Yes, 
of course that is true of any other 
market too, but in no market will 
it pay such high dividends as in 
this £1,000-million-a-vear archi- 
tect field. 


the A.B.C. of Selling to Local Authority Engineers 


\ regular advertisement in The Surveyor (weekly A.B.C. nett sale of 5,144 copies), will be 


‘cad by Municipal Engineers and their Deputies throughout Britain’s 2,120 Local Authorities. 


These key men specify the materials and services to be used on the vital building and 


engineering projects which comprise the bulk of Public Works expenditure. 


tor 62 years The Surveyor has served the advertiser seeking his share of the municipal 


* contracts for Housing, Roads and Bridges, Sewerage, Water Supplies, Public Lighting, Refuse 


Collection and Disposal, Street Cleansing, Mechanical Transport, etc. 


The Surveyor 


AND MUNICIPAL AND COUNTY ENGINEER 


Copy and rates on application 


ge. 


Advertisement Manager: Robert A. Caldwell, 8 Southampton Row, London WC!. Holborn 0452 
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TWO PUBLICATIONS IN THE LEAD 


Wa 


— 
3 ~ ; 


13th Edition for 1957-8-9 25th Year of Publication 


to be published Oct. 1956 formerly ‘Architectural Design & Construction’ 
* * 
OVER 2100 PAGES A.B.C. CERTIFIED 


OF ADVERTISING AVERAGE MONTHLY SALES 
ALREADY BOOKED 7903 COPIES 


BY MORE THAN 1200 FIRMS PER ISSUE (JAN.-JUNE 1955) 


Published every 3 years Published monthly 


For results use these top class publications 


THE STANDARD CATALOGUE CO., LTD, 
26 Bloomsbury Way, Holborn, London, W.C.|. Tel. Holborn 6325 
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FIFTY INDUSTRIES CONCERNED WITH 


BUILDING CONTRIBUTE TO 


THE BUILDING EXHIBITION 


OLYMPIA LONDON 
NOVEMBER !6'-30% 1955. 


Visitors from every country in the world 
attend this Exhibition. 


Offices :— 32, Mil! London, S.W.1. 


THE PRODUCT '°™ EXHIBITION 


OLYMP:" ‘ONDON 
MAY 23° %* 1956. 
THE NATIO’ XHIBITION OF 


RESEARCH XODUCTION 
TES JES. 


Offices :— 32, London, S.W.1. 


a 
a 

: 

a 


— 


29,000 cori: : 


SOLD WEEKLY 


yntractors, Builders, Municipal 
Offic als and Civil Engineers. Rates 
C lication to M. C. Broadbridge, 
LABOUR NEWS, 69 Fleet St., 
London, E.C.4. "Phone FLE 1328 
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| Architectural and Building Press 


The Exhibition—a big 


factor in the industry 


The Building Exhibition, which opens next week, plays a vital 
selling and advice-giving role in the industry. This survey of the 
bi-annual show is by our EXHIBITIONS CORRESPONDENT. 


[HE Building Exhibition 
(the 26th) which opens at 
Olympia on November 16 
occupies a special and unique 
place in the building industry. 


Special, because it provides 
every two years an opportunity 
of inspecting the new advances 
in building techniques, material 
and equipment; unique because 
it is the largest “methods” exhi- 
bition to be staged under one 
roof in this or any other country, 
the emphasis throughout being 
on new ideas and products, 
modern developments, and a 
fresh approach to old problems. 

In the last two exhibitions 
there has been a special display 
dealing with developments in a 
basic building material, and this 
year the subject is “Timber as a 
building material.” This is par- 
ticularly appropriate having 
regard to the freeing of controls 
on timber. 


Variety of timbers 


The object is to give informa 
tion about the variety of timbers 
now available and their uses, and 
the authorities which have given 
their support to the project in 
clude British Columbia, Canada, 
France, the Gold Coast, Nigeria 
and North Borneo. An impor 
tant contribution has been made 
by British producers through the 
Federated Home Timber Asso- 
ciations. 

Two stands are being occu- 
pied by British Plaster Board 
(Manufacturing) Ltd. The first, 
in the Grand Hall, will demon- 
strate the use of “Paramount” 
dry partition ag an internal lining 
to curtain walling. The second 
display in the Empire Hall will 
be an exhibit with an interesting 
and unusual background story 
It will consist of a full-size mode! 
of one of three bungalows erected 
at Woolwich as an exercise in 
elemental costing and as a de- 
monstration of the wide applica 
tion of the company’s larger 
manufactured building units 

The Wolf Electric Tools or 
ganisation will be displaying .a 
comprehensive range of portable 


power tools of interest to the 
building industry and allied 
trades, and demonstrations will 


be given every day by qualified 
technicians 

One of the main features of the 
Gas Council exhibit will be a 
display of the latest gas-fired 
appliances designed to provide 
whole house warmth. 


During the course of the show 
the Gas Council's film on smoke 
abatement, “Guilty Chimneys,” 
will be shown to audiences in the 
90-seat Olympia cinema. This is 
the film which MPs saw at the 
House of Commons. It was seen 
again by millions in their own 
homes when the BBC television 
service ran it recently. 


Talking to Jack Robinson, 
press officer to the exhibition, | 
was told that the Building Exhibi- 
tion was first held more than 70 
years ago, but in 1895 its 
organisation was undertaken by 
the Montgomery family. In that 
family’s hands it has remained 
ever since: Greville Montgomery 
and his brother, H. C. Mont- 
gomery, established the event on 
a sound and businesslike basis. 
and the collaboration of the 
Royal Institute of British Archi- 
tects was obtained in presenting 
a display of materials, tools and 
craftsmanship far superior to 
anything hitherto gathered under 
one roof. In 1895 there were 
92 exhibitors; 10 years later the 
exhibition had outgrown the 
Agricutural Hall. It moved to 
Olympia in 1907. 

Since then the exhibition has 
steadily expanded until to-day it 
occupies every foot of available 
space in the three halls at 
Olympia, with over 600 stands 
and eight miles of exhibits 


Long family connection 


The last exhibition in 1953 (it 
is held every two years) cele- 
brated the Silver Jubilee and it 
did so under the management of 
Mrs. M. A. Montgomery and her 
son, H. B. G. Montgomery. They 
have both been responsible for 


this year’s exhibition. Mrs. 
Montgomery's husband, Hugh 
Montgomery, who died in 1949, 


organised the exhibition for some 
years, and Mrs. Montgomery, 
who was a director of the exhibi- 
tion in those days, was respon- 
sible for the social arrangements 
at the shows 


The exhibition is almost as 
well known overseas as it is in 
this country The organisers 
carry out an extensive advertis- 
ing campaign in the architectural 
and building press on the con- 
tinent and in Commonwealth 
countries The result is seen 
im a very strong interest in 
British building materials and 
methods as shown at Olympia 
by the considerable number of 
visitors from overseas 
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from | publishing house : together they provide 
the largest available coverage of architects at 
home and overseas 


THe aac Hi 


The Architects’ Journal 


published every Thursday. The leading architectural weekly with 
the largest net paid sale circulation amongst architects. Two special 
issues are published every year; the New Year Double number in 
January and the Royal Institute of British Architects Conference 
issue in June. 

Information Sheets published fortnightly. 


Hib P 
Stet 
. 4 


If 
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Circulation 13,750; net sales over 13,000. 


The Architectural Review 


published on the first of each month. Acknowledged almost 
universally to be the finest architectural periodical in the world 
Has subscribers in over 60 countries. A specimen copy will glad!) 


be sent on request. 


Circulation 9,500; net sales over 8,900. 


Specification 


published annually. The most comprehensive, authoritative and 
widely used reference work of more than 1,250 pages on 
building construction, materials and equipment. 


Circulation details on request. 


THE ARCHITECTURAL PRESS LTD. 
All 3 published by 9, 11, 13 Queen Anne’s Gate, Westminster, 
London S.W.1 Telephone: WHitehall 0611 
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Architectural and Building Press 


A wide and respected press 
serves the varied interests 


The enormous range of activities which fall within the categories of building and architecture 
form the subject matter of 4 press possessing an ever-growing power and importance to the 
advertiser. Information in this media survey was provided by the publishers. 


VERY rich and varied 

press serves the interest 
of the architectural profe 
building, and the allied trace 
Many of the journals have 
long history ; others are qu 
new. 

In the case of the 
Architecture IMlustrated 1} 
tion stopped last Februe 
the death of the then pr 
Publication began agai 
month under British Pe: 
Ltd. Current circulation 
4,000 copies, it is stated 

Local authority arch: 
an important part of t! 
ship (estimated at 8,000 
by Official Architect 
Planning which has a f 
stant circulation of ab 
This journal goes ove 
some 38 countries 
Year Book has just 
duced by the publishers. ( 
Publications Ltd. giv 
names of governmen! 
authority and staff arch:t 
planning officers togethe 
their deputies and chief 

The circulation of the 
stands at 18,000-—w! 
represents a rise of 45( 
same period last year. R« 
is some five per copy. ‘ 
tion is among architects. uy: 
surveyors, structural en, 
builders’ materials and 
manufacturers besides 
ment and local gov 
departments and public 
Circulation overseas is 
mately 74 per cent of tota 
lation 


4 


Featuring the shows 


In addition to special coverag 
given to the British Indusirics 
Fair, the Public Works Ext 
tion and the Building Exhibit 
the Builder also appears in 
January with a special New Yea 
double number in which current 
trends in architecture and « 
struction are reviewed. During 
the past year a special number on 
Africa was produced in whic 
African architecture and cor 
struction was reported upon b) 
the editor following an extended 
tour of Africa 

The controlled circulation of 
Road International is at 4,250 
and the estimated readership per 
copy is conservatively given as 
five. The main editorial theme 
is to bring about a world-wide 
appreciation of the need for more 
and better roads. Directors in 
charge of operations of road con 
struction companies make up a 
significant element of the readef 
ship 


ir main functions are per- 
formed by the weekly Architects’ 
srnal. It illustrates new build- 
and new ways of building, 
eat detail. It provides news 
vant to the architectural pro- 
It extracts and synthe- 
from the vast amount of 
cal information dissemi- 
by research and profes- 
organisations the essential 
equired by the busy archi- 
enable him to keep abreast 
new developments in plan- 
design and _ techniques. 
it is a strong protagonist 
\d contemporary design and 
he value to the architect in 
and also, largely through 
columnist Astragal, it is a 
p critic of indifferent work. 
net sale figure stands at over 
it) 


Essential information 


s “Information Sheets” series 
inical information on manu- 
ired materials and other 
nial planning and design 
mation for the practising 
tect) and its “Working De- 
(large-scale drawings and 
graphs of successful details 
ucture and equipment and 
dings) were the first of this 
of specially selected and 
ted information in the field 
hitectural journalism. They 
been copied not only in this 
ry but in the United States 
elsewhere abroad. 
he journal Specification is 
ished annually and its 1,200 
pages, divided into 36 sec- 
covering the various trades 
1 services, provide a complete 
iide to the writing of building 
pecifications. The gross circula- 


, 


n is $,000, net sales being 
pproximately 4,500 mainly 
among architects, surveyors, 


iumicipal engineers, government 
ind local government depart- 
ments, in this country and over- 
seas 

The increased circulation of 
irchitectural Design, published 

the Standard Catalogue Co., 
Ltd., has been impressive and it 

w stands at over 8,000 copies 
‘ month. The ABC records 
show an average increase of 975 
per month over the six months 
January-June 1955 

From the publisher's most 
recent survey it is estimated that 
there are at least four readers 
per copy and the majority are 
architects, architects’ assistants, 
town planners, surveyors, 
builders and students. Most of 
these readers are in the middle 
and high income brackets. Over- 
seas circulation is increasing and 


numbers over 1,600 copies per 
issue, spread over 50 countries. 

The publishers also issue a 
series of standard catalogues 
comprising: Architects’ Standard 
Catalogues, Overseas Architects’ 
Standard Catalogues, Building 
Trades Standard Catalogues 
(Builders' Standard Catalogue, 
and Builders’ Merchants’ Stan- 
dard Catalogue). 

Each is produced once every 
three years, and al! are supplied 
free of charge to selected re- 
cipients. They are very highly 
regarded. 

Readers of the County Councils 
Association Gazette are county 
councillors and senior county 
council officials in all the county 
councils in England and Wales 
(except the London County Coun- 
cil). The senior officials referred 
to include clerks of county 
councils, county architects, county 
surveyors, chief education officers. 
county planning officers, county 
treasurers, county medical! officers 
of health, chief constables, the 
chief officers of fire and ambu- 
lance services and others, together 
with their deputies and senior 
assistants. 

The Highway Engineer & 
Local Government Surveyor was 
originally published as the official 
organ of the Institution of High- 
way Engineers, and the circula- 
tion confined to the members of 
that organisation. Since 1933, 
however, the journal has been 
made available to all chief 
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officers of local authorities in 
Great Britain. to which the circu- 
lation (average of 1,950 per 
month last year) is confined. 
The journal publicises abstracts 
of papers read before the leading 
municipal, civil, and highway 
institutions and organisations. 
The journal is non-political, and 
continually over the past 25 years 
has emphasised the need for 
wider and more modern high- 
ways, and methods of construction. 
The ABC figures for the 
Surveyor read as follows: 
Jan.-June, 1954: 5,116. 
July-Dec., 1954: 5,144. 
Jan.-June, 1955: 5,152. 
The growth of the journal has 
reflected the development of the 
local authority’s work, together 
with the advances made in build- 
ing enginering and surveying and 
the policy remains what it has 
always been—to give the greatest 
possible service to the professions 
and activities to whose interests 
it is devoted. 


Range of readers 


The readership is around 30,000 
and includes municipal and 
county engineers, surveyors, 
highway engineers, water supply 
and sewage engineers, architects, 
housing officials, consultants, con- 
tractors, and others concerned 
with local government and public 
health engineering and public 
works. Advertisers reach profes- 
sional and executive classes and 
their staffs in the range £5,000 to 
£500. Respective figures for 
overseas circulation and reader- 
ship are about 500 to 2,500. 

Display advertisements cover 
all plant, equipment, materials 
and services for building and civil 
engineering work and _ public 
works contracting. Classified 
advertisements cover a wide range 
of subjects. 

One of the latest developments 
of the Surveyor is a change in the 
front cover which is now taken 
up by a solus page in full colour 
in place of 14 single-panel adver- 
tisements. 


... Readership of this 


press is concentrated 


ATERING exclusively for 

the consulting engineer, 
civil engineer, and contractor 
is Civil Engineering, which is 
an ABC member. 

The certificate for the six 
months January to June 1955 
shows an average of 4,315 copies 
per issue. This compares with 
4.119 per issue for the previous 
six months. 

The total readership is specu- 
lative, but the publishers know 
that in certain large firms and 
branches of the nationalised in- 
dustries each copy of the journal 
is passed to as many as 10 dif- 
ferent departments. 

The readership comprises con- 
sulting engineers, public works 
contractors, engineers and sur- 
veyors to local authorities, engi- 
neers to public authorities (water, 
sewage, gas. clectricity, harbour 


and catchment boards), Do- 
minion, Colonial and foreign 
public works departments, 
engineers to large firms, univer- 
sity professors, students and 
libraries. 

The approximate circulation of 
Town and Country Planning is 
5,000, and there has been a slight 
increase during the last six 
months. The journal is read by 
professional planners, architects, 
engineers and representatives of 
nearly all local authorities in 
Great Britain. There is a con- 
siderable lay readership and over 
seas circulation is substantial. 

Readership of the Journal of 
Town Planning Institute is self- 
evident — engineers, surveyors, 
architects, and town planners— 
and the circulation is about 4,000. 

As of September this year, the 


@ Continued on page 60 
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If you want complete coverage 
of ARCHITECTS, SURVEYORS 
and BUILDING CONTRACTORS 
you must include 
~ARCHITECTURE & 
BUILDING” 


33 TOTHILL STREET. LONDON, S.W.u 
Telephone : Whitehall 9233 


NE OF T H 

' REA ow es 

SEL RAILWAY 

PUTER TU RE we peyton “ KE AND G ss 


eee 
— . - ’ 
Zao’ WF ZED \\\\\\\\\ 1\\\ | | ‘ 
+ at 1 
\\ . OX : ( C Z Ne ae L 
3 le EN 
, i 3 - t ] page: . = 
| | oo >! /) \)\ ae 
t\) ee ING ff \\ a 
} A sake = = wf = 3 , , ‘ 4 
. ; aes rs se \f 7 § 
bag a } | _* Ja 
ae a q f SR 
| 
iy ! } " 4 ; 
| NJ 5 — we LtN rae o 
a ie Eh 
‘ pr a i ; Me ap | 
BUILDING |} 
' ee 
, ee | 
Bi 3 “e ie aa | elles 
- bes _— rT 55 i wi 
el i Sey 
a “RESS GROU p OF PUBL TeaTION se 
WING RECORD = NEW COMMONWEALTH = WATER POWER 
a = ss 
p : 2 & OUARRY ENGINEERING + COLLIN ENGINEERING 


ADVERTISER'S WEEKLY 60 NoveMBer I1, 1955 


Architectural and Building Press cen 12.000--a figure that shows 124 per cent in circulation out- 
—" an increase of approximately 10 side local government during the 

per cent over that for the same past year 
e e period of 1954 The estimated The readership of 100,000 com- 
A readershi ) with ower readership is 70,000, made up prises all officers in local govern- 
i principally of building and civil ment; architects, surveyors and 
enginecring contractors, sub engineers and contractors and the 
contractors, plant and materials many readers who must keep in 


lo spend millions manufacturers and _ suppliers touch with local government be- 


local authority engineers and cause of their sales to these 


surveyors, architects and consult- authorities Regarding reader- 
circulation of Painting an mparison with former years, ing engineers. Readers are prac- ship in relation to “income 
; Decorating (formerly the Journe but the publishers (Prefabrica tically all executives and in the brackets,” this is not relevant 
a of Decorative Art) was 7,083, o! tion Publications Ltd.) state that higher income group because the readership is con- 
: which 3,876 copies wer¢ t has grown steadily. The advertisement columns cerned with local government 
through newsagents, and 2,656 are used extensively by those who the biggest single purchasing unit. 
went out to subscribe Meaning of title have any service, plant or spending as it does, no less than 
yn country. There is a wide ng materials to sell to the building £1,700 million on essential goods 
a circulation abroad The circulation of Labour und civil engineering industry, and services in this country alone 
i The journal is read by painte Vews, Public Works and Building |oca\ authorities and government Overseas circulation includes 
st and decorators gnw $ , at 29,000, stands at 2.000 departments The columns are the local authority (or equivalent 
. architects, paint and wal!na; han last year also used extensively by local body) in every capital city of the 
manufacturers and I title Labour News is nota authorities and other public world 
cralt teachers and studen! nomer, although its subsidiary bodies for advertising tenders for 5 
Founded at the 1953 Building Public Works and Building building and civil engineering Growth accelerated 
= Exhibition, Prefabricat Ws may meet present-day works 
Ea new building techniqi ns more explicitly In Published by the same com- rhe circulation of Are hitecture 
: brates its second birt hen the journal was estab pany is the British Constructional 4nd Building steadily growing 
' month the word “labour” had no Engineer, a quarterly journal over the past two years, 1s being 
; Ihe object in starti political significance it which has a controlled overseas accelerated by changes in editorial 
i ion was to provide a t what it said. “work circulation of 8.000 At the Policy The aim is to provide 
te journal which would " 1 weekly newspape 7 equest of the British building the practising architect with a 
a ticularly with the new has alwavs been to give ind civil engineering industry it thorough analysis of current 
x building which have n iefeematian on encunen vas first published in May. 1950. trends in design and new develop- 
q rapid progress since t! » and ivil engineerir : to promote the interests of that ments in technique 
in particular, those iny a ae just n the overseas markets This new policy is reflected in 
r fabrication of units in : The circulation of the weekly a new format, though the journal 
% and consequent assen Big income readers Municipal Journal is some 7,000 (which was founded as Building 
with savings in time ind so far as circulation within in 1926) continues to relate the 
Circulation is 3,000 w in its 77th vear of pub cal government its concerned architect's particular problems to 
month and of this n, the Contract Journal is this remains constant because the problems of the building 
third circulates to if ed weekly with a sub ocal authorities have been fully industry as a whole Readership. 
60 countries. Being 1 circulation Circulation vered for ma ears, there while principally among archi 
tively new journal, |! the past six months ha has been, however. an increase of @ Continued on page 62 


the open door for 
Process Plant 


As a medium for high quality engineering products 


and services, this specialised journal offers you low 


cost admittance to key men of Britain’s chemical 
and allied industries 

Its circulation which, as an official publication of 
the Institution of Chemical Engineers exceeds 4,200, 
18 rising at a rate of over 5°, per annum. Such is 
the support for this publication, that, after April 
1956, it is to be published every alternate month, 


instead of quarterly, as at present 


_ page size 10x7— 
Page rate £22 


Apply for circulation breakd: from Norman T. Shepherd 


THE INSTITUTION OF CHEMICAL ENGINEERS 


56, VICTORIA STREET, LONDON, S.W.1. 
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FIRST in 1842 


“ The Builder is in fact a comprehensive 
advertising campaign in itself.” 
ADVERTISER'S WEEKLY 
Sept. 30/54 


THE BUILDER 


readers comprise the Architects, Surveyors, 
Contractors, Craftsmen, Manufacturers 
and Merchants who specify, use and 
produce materials continually employed 
upon Government, Municipal, Ecclesi- 


astical, Commercial and Domestic work. 


Specimen copy and rates, Sent immediate 
application to 
The Advertisement Manage 


THE BUILDER 
THe Burper Hous: 


CATHERINE STREET, ALDWwycH, Lo 


Telephone: Tempit Ban 625! 4 


. but Uf you wanted to know what 
was going on you should look at 


The Builder ** 


Extract from discussion on Architectural 
Journalism at the Architectural 
Association, February 24th 
1954 
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Press TY 


DDD 


152, Av. des Cham 
Phone it est 


The most successful receptions 
take place at 
Park Lane House 


45 PARK LANE, W.1 
GRO 7711 


~vomotion Adviser, 


Trade 


ADDDDDDD PKL 


LER ERREKK 


FRANCE 


you have any problems 
cerning Sales Pro- 
otion, Advertising or 


“Marketing to solve in 
ance, please consider my 
vices available. You will 
et free any information 
that you require, without 


dligation. 


Elysées, PARIS 8. 
2 or 62-71 


Official 
Architecture 
and Planning 


* 


The Monthly Journal 
for Official, Staff and 
Private Ar biter ts 


and Planning Officers 
7 


63 Neal Street 
London, W.C.2 
TEMPLE BAR 9704-5 


Novemper I}, 1955 


Architectural and Building Press 


High income readers that 
sway contract decisions 


tects, is 
surveyors, 
and other 


thus strong among 
building contractors 

members of the 
industry. Advertisements carried 
reinforce the editorial with a 
comprehensive coverage of new 
methods of building, new equip- 
ment and new materials 

Special issues published this 
year have included surveys of 
private enterprise housing and 
the design, planning and equip- 


‘ment of offices. 


For over 100 years, Iliffe's 
Architect and Building News, 
published weekly, has maintained 
a high standard of technical in- 


formation for architects and 
members of the building in- 
dustry. It carries displayed 
advertisements for every kind of 
material, equipment and _ the 
services concerned with the 


building and maintenance of all 
types of buildings, and its classi- 
fied advertisements cover 
appointments and _ situations, 
contracts, tenders and miscel- 
laneous services concerned with 
the architectural profession and 
building industry. 


Most prosperous section 


Completely modern in format 
and outlook, this journal is read 
by the largest and most 
prosperous sections of the 
architectural profession ; it also 
has a wide readership among 
architectural students. Generally 
considered, the circulation in- 
cludes members of government 
departments, ministries, the LCC, 
builders, quantity surveyors, 
structural engineers, contractors 
and others connected with the 
building industry. 

While the //lustrated Carpenter 
and Builder retains the essential 
practical character of its earlier 
days its interests have widened 
considerably with the many 
changes which have taken place 
in the building industry since the 
war. This has been reflected in 
circulation figures which from 
about 40,000 10 years ago have 
now reached a steady figure of 
well over 70,000 


Problems of student 


This journal has a particular 
interest in the problems of the 
student, but a great part of the 
readership is constituted by 
medium-sized and smaller build- 
ers, who look to it for news of 
the latest technical developments 
in methods and materials. They 
are also frequent callers on the 
information services which the 
journal, in its queries and 
answers, offers the experience of 
practical men in all branches of 
the building industry. 

The circulation of the Archi- 
tectural Review has risen during 
the last year from a net paid 


sales monthly figure of 8,300 in 
1954 to over 8,900 during the last 
six months. 


The readership mainly com- 
prises the leading architects, in 
private practice and official em 
ployment, in Great Britain and 
overseas who are responsible for 
the more important building pro- 
jects throughout the world. 

The Plumbing Trade Journal 
was first published in 1921 as the 
official organ of the National 
Federation of Plumbers and 
Domestic Engineers (Employers) 
and has remained so. The size 
of the publication was increased 
last January. 

Circulation is currently § at 
6,067. 


The publishers of the Master 
Builder (circulation during the 
last six months has been built to 
5,000) declare that the text in all 
regular and issue - by - 
features is tailored to fit 
needs of the small master builder 
——the man who in the course of 
a year puts up one or two houses, 
makes extensions to small fac- 
tories and garages and has to 
occupy himself in winter months 
with maintenance jobs. 


Circulation of the Plumber and 
Journal of Heating has remained 
stable for some years at about 
5,000 copies per issue. The 
readership comprises plumbers, 
heating engineers, sanitary engi- 
neers, builders, architects, build- 
ers’ and plumbers’ merchants, 
water works officers, local 
government departments, students, 
teachers of the trades concerned. 
Overseas readers total about 300. 


The Water and _ Sanitary 
Engineer offers complete cover- 
age of the sewage works and 
river boards engineers and a wide 
following among water engineers, 
civil engineers and kindred 
interests. It is sold in no less than 
37 countries. 


The official monthly journal 
of the National Federation of 
Building Trades Employers, the 
National Builder, has been pub- 
lished since 1921. It circulates 
by subscription mainly among 
the proprietors and departmental 
heads of building and contract- 
ing firms; it is not, however. 
confined exclusively to members 
of the NFBTE. By virtue of its 
official position as the mouth- 
piece of the building industry. it 
is also widely read within govern- 
ment departments, professional 
institutions, trade unions and 
other bodies which negotiate 
with the federation on all matters 
affecting building work through- 
out the country. 


For some 10 years, the House- 
Builder and Estate Developer has 
been the official monthly journal 
of the Federation of Registered 
House- Builders 
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does this scomplete . 
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Fulfilling a similar service overseas 
- in the interests of the British build- 


The people who bid for Public Works and other Constructiona!l projects 
read The Contract Journal’s up-to-the-minute news and announcements 


ing and civil engineering industries on Thursday morning. Regular features include latest developments in 
THE BRITISH CONSTRUCTIONAL construction methods, plant and materials, tenders invited and contracts 
ENGINEER awarded. 


is a must for export schedules 


THE Specimen copy and rates on request. 


CONTRACT JOURNAL 


The Journal the Building and Civil Engineering Industries Pay to Read ! 


THE CONTRACT JOURNAL CO., LTD. : 32 SOUTHWARK BRIDGE ROAD : LONDON, S.E.1 
Telephone : Waterloo 3411 
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a group of nine 


influential newspapers 


A.B.C. NET SALES 


LONDON: E.W. PLAYER LTD., 30, FLEET ST. EC4. 


AFTER 20 YEARS 


Ii% 


(LATE OF THE STAR, 
IS FREE TO WORK FOR 


ADVERTISERS 


We are particularly happy as we 
have the privilege of having 
been appointed his sole agents 
for this purpose. 


Anthony Brandt £1d.. 
89, FLEET STREET, E.C.4 
Fleet Street 2742/3 
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PLASTOIC 
BINDING 
now at 


Griffith 


PRINTERS SINCE i850 
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Prompt service on 
Plastoic Binding 
now offered by 
\. P. GRIFFITH & SONS LTD. 
154 Clerkenwell Road, 
London, E.C.1 
Telephone: Terminus 7363 
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WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C2 HOLbore 252! 


WARNES 
DIRECT MAIL SERVICE 


London's speediest Mailing Service. 

IN TODAY—OUT TOMORROW 
Ask our representative ALh 

to call. Keen quotations. > 8191 /2/3 

Van Collections. J 


WARNES, 10, Station Parade, $.W.12. 
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Public Relations 


Glasgow’s story is good— 
a PRO could tell it 


EADING that the Lord 

Provost of Glasgow had 
suggested the need for the 
appointment of a publicity or 
public relations officer for the 
city, F. Murray Milne, direc- 
tor, F. J. Lyons Ltd., fired off 
a supporting letter to the editor 
of the Glasgow Herald 


On two occasions, he pointed 
out, aS a guest speaker he had 
made the same point and in 
strong terms: “As a London Scot. 
I am stationed at the receiving 
end, and am constantly meeting 
people in all walks of life who 
appear to be ill-informed on the 
true worth of my native city 
While much is heard about 
hooliganism and slum conditions, 
there is a good deal less about 


the city’s industrial achievements. , 


It is little realised by people out 
side Scotland how great a lead 
the city has given Britain in the 
development and encouragement 
of new industries. The exhibition 
and trade fairs go part of the way 
to tell the story, but they are 
only spasmodic bursts, and are 
seen mostly by the converted. 


The steady activity 


“What is required.” went on 
Mr. Milne, “is steady day-to- 
day public relations activity with 
a regular release of news items to 
English and overseas newspapers. 
There should be occasional press 
conferences and at least one good 
brochure on Glasgow, its past, 
present and future.” 

He stressed that English cities 
appeared to have made more 
progress in this direction, “and | 


do not refer to holiday resorts 
which have long realised the 
integral part publicity plays in 
their prosperity. Manchester, 
for example, has a most energetic 
public relations officer who has 
even tackled the oft-repeated 
statement that it has been known 
to rain heavily on his city. Dur- 
ing the last visit of the Australian 
Test team he produced statistics 
which showed that Manchester's 
rainy reputation was rather un- 
justly founded in comparison to 
other cities.” 


The Glasgow story was a good 
one, and the positive side should 
be told with dignity, restraint, 


The 12 finalists in the “Bride 

of the Year” contest organised 

by the Gas Council recently 

competed in London's Festival 

Hall. Inaugurated in March 

1954, entries totalled more 
than 5,000. 


and factual accuracy. “It should 
be made clear, however,” con- 
cluded Mr. Milne, “that public 
relations is not a whitewashing 
process, as some people appear 
to think ; and that as long as a 
seamy side exists the spotlight 
will tend to centre on it. 


“This is a good thing because 
it leads to reform and improve- 
ment In fact, one of the first 
duties of any public relations 
officer would be to assemble on 
his desk all criticisms, not with 
a view to acting as an apologist, 
but to see that where the state- 
ments were justified remedial 
steps could be taken and an- 
nounced.” 


Judging the 


or 


contest entries 
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4n independent panel of judges selecting the winning consumer entries 


in the Kraft £5,000 Salad Cream Competition. The slogan which the 
udges chose to win the first prize of £1,000 was “Insist on Kraft 
hecause it puts the craft of a chef into the hands of a woman. L 


yr judges are 


Miss Nancy Spain, Miss Gwen Berryman, Ambrose 


Heath, Kenneth Rawlings and Mrs. Rose Buckner. 
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The ‘Advertiser’s Weekly’ Research Team 
investigate the Midlands and find— 


ADVERTISER'S WEEKLY 


A market with rising wages. 


production—and employment 


ORN_ at Lichfield, in 

Staffordshire, in Septem- 

ber, 1709, Samuel Johnson was 

the son of Michael Johnson, 

who had settled in the town as 
a bookseller and stationer. 


In addition to his business in 
Lichfield, the father also opened 
a shop in Birmingham every 
market day where, at that time, 
not one was to be found. And 
it is probable that the rarity of 
booksellers’ shops in the provin- 
cial towns in England in those 
days influenced the remark by 
the good doctor regarding upstart 
Birmingham when he observed to 
Boswell that his birthplace was a 
city of philosophers: “We work 
with our heads and make the 
hoobies of Birmingham work for 
us with their hands.” 


In the changing conditions of 
the 18th century, the “boobies” 
worked hard and for long hours 
and have continued to work 
hard ever since 


Unfilled vacancies 


Although the demand for 
labour in the Midlands has con- 
tinued to rise (the Ministry of 
Labour figures show that at the 
end of July the number of noti- 
fied vacancies remaining unfilled 
was 57,883, as compared with 
10,276 unemployed on September 
12) the decline in numbers 
coming in can be ascribed to at 
least two main causes: 


@ In all regions in England the 
level of prosperity is high and 
the unfilled vacancies are also 
high in number. 

@ As in other large manufactur- 
ing areas, the finding of suit- 
able accommodation presents 
a serious problem. 

The demand for labour has 
attracted many nationalities of 


{ “Imported” workers { 


Year : 
1946 
1947 
1948 
1949 
1950 
1951 
1952 
1953 
1954 


There is no sign of any break in the current prosperity of the 
Midiands region. Employment is such that labour is urgently 
needed in many sectors of the economy. 


In the heavy plant factory at British Thomson-Houston Co., Ltd.'s 


Rugby works 


The scene shows the winding of sections of a water- 


wheel alternator stator for the Roxburgh power station in New 


Zealand. The stator has been 


built in six 


sections to overcome 


transport difficulties 


which perhaps the Irish and the 
West Indians have received most 
publicity. In addition, according 
to a report in August this year, 
it is estemated that there are some 
3,000 Italians in the area, mostly 
in the Birmingham. district and 
in the Potteries. The work they 
are engaged on varies There 
are about 100 girls employed in 
a metal box factory in Worcester, 
while other women are working 
in the rubber, rayon, silk, pottery 
and needle industries, and in hos- 
pitals. Men are employed in coal 
mining, foundries, cement and 
rayon manufacture 

Other newcomers to the Mid- 
lands since the end of the war 
have been an estimated 10,000 
Poles and about the same number 
of European volunteer workers, 
while the West Indians and West 
Africans together are reported 
also to be about 10,000. More- 
over, at the monthly meeting of 
the Midlands Regional Board for 
Industry in October, the chair 
man stated that the Chancellor's 
“credit squeeze” had so far had 


no apparent effect cither on pro- 
duction or employment in the 
Midlands. There had been no 
marked increase in redundancies 
and no signs of a falling off in 
employment. The effects of the 
new Budget remain to be seen. 

In the last review of the Region 
this year (ADVERTISER'S WEEKLY, 
May 12, page 349), reference was 
made to the tremendous expan- 
sion in the Midlands throughout 
the years 1921-51, which had 
been considerably in excess of 
the national record 

Figures issued this year show 
that between 1946 and 1954, 
32,138 workers were jmported 
into the Midlands by what the 
Ministry of Labour call 
“arranged itineraries.” If an 
employer cannot fill his vacancies 
after considering the local un- 
employed, arrangements can be 
made for him to tour other em- 
employmemt exchanges in an 
“exporting” region, where 
selected candidates declaring that 
they will be ready to move are 
presented for interview. 


Output up 
inmotor car 
industry 


rue high level of emp! 
ment undoubtedly 
much to the continued 
output of the motor 
because not less than a 
of all manufacturing ac! 
im the Midlands is cor 
with motor vehicles 

In fact, the largest num)« 
insured workers in the reg! 
employed in the motor and 
industries. The rise in outp 
the motor industry is shown 
another table, together with pr 
duction for export 


Ahead of competitors 


With the exception of he 
1951-52 period of acule materia 
shortages and severe import 
restrictions abroad, product 
has consistently risen 
ports, notwithstanding the inten 
competition from other countre 
during the last few years, ha 
also been = increasing Exp 
figures this year have beer 
affected by the dock strike, but 
nevertheless the industry has ar 
imposing sales record whicl 
shows that Britain's car industry 
is still ahead of its competitor 
in its rate of export sales 

However, the industry has it» 
problems both at home and 
abroad. As in the ship-buniding 
industry, rising costs of produc 
tion (freight charges, coal and 
stecl prices and wages are con 
tinually increasing) require con 
stant attention and selling on 
price has become more impor 
tant than ever in the face of grow 
ing competition from abroad 

Additionally, any interruptions 
to the production flow imposed 
by shortages of materials, for 
example, sheet steel, add to the 
difficulties. And the _ recent 
restrictions on imports imposed 
in Australia and New Zealand 
will make competition in other 
markets more intense precisely at 
a time when the value of Britain's 
car exports has fallen as a per 
centage of the world markets 


@ Continued on page 68 
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The Owen Owen Ltd. departmental store in Coventry at night showing 


Claudgen signs The statue 


At home the market is almost, 
it might be said, at the mercy of 
the government in at least two 
respects. 

To begin with, the apparent 
complacency of the government 
has brought (as in the days of its 
predecessors) no improvement in 
the state of the roads at a time 
when cars are being bought in 
this country at an annual rate of 
nearly half a million, compared 
with about 300,000 in the imme- 
diate pre-war years 


Secondly (and as the Autumn 
Budget made painfully clear), the 
government has the power to 
increase purchase tax, and the 
president of the Society of Motor 
Manufacturers, commenting on 
the possibility of the last increase 
in a speech at the opening of the 
Motor Show, stated: “the medi- 
cine might well prove to be more 
damaging than the disease.” 


The motor industry is a vital 
art of the economy of the Mid- 
ands and the manufacturers’ 
records in the export market 
certainly belie any suggestion of 
starving exports to cater for 
home markets. 

Instead of increasing purchase 
tax, it is argued in some quarters, 
a more constructive step would 


of Lady Godiva is at right 


be to attack the road problems 
and give the manufacturers a 
basis on which to expand both 
home and export production and 
so spread their overheads that 
prices might be reduced 


Extra money found 


A report emanating from Bir- 
mingham in September suggested 
that the further restrictions on 
hire purchase seemed to be taking 
effect only slowly, and that the 
high level of employment, includ- 
ing the high proportion of 
married women employed, was 
making it possible for the 
majority of buyers to find the 
extra money for deposits 

It is worth noting in passing 
that the employment of a large 
number of married women has 
had an impact on the problem of 
accommodation. Their attendance 
in factories or in shops or in the 
transport industry, albeit often 
only part-time, has led to an in- 
ability, to take in lodgers 

Preliminary figures of Sep- 
tember output of radio receivers 
have shown an I! per cent fall 
on September, 1954, and, 
although sales of television sets 
showed a rise of 25,000 over the 
year, it was less than anticipated 


4Total Vehicle Production and Production for 
a Export 


Numbers represent monthly averages or totals for four or five week periods 


Passenger Cars 


Commercial Motor 


and Chassis* Vehicles and Chassis 
Total Export Total Export 
1938 . 28,4177 5,684} 8,667+ 1,189% 
1950 -| 43,543 34,126 21,763 13,736 
195! ‘ 99,660 30,552 21,497 13,456 
1952 37,334 22,945 20,138 10,458 
1953 : 49,567 26,121 19,965 9.360 
1954 + 64,097 33,158 22,393 10,857 
1955 :-— 
January 146 33,541 25,300 11,92 
Pebruary 71,682 MAIS 25,991 12,021 
March 93,142 45,458 32,262 14,324 
April 67,682 32,067 23,206 10,212 
May 73,121 34,068 26,867 12,011 
June _ 85,967 37,766 31,616 13.673 
July $4,020 21,957 21,071 9.196 
August 55,865 24,913 22,399 9,990 


* including taxi cabs. * Estimated + Number exported. 


Source: Board of Trade 
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For an advertising 
service 


With personal at- 


tention 
To every detail 


You should consult i 


LAWSON TROUT. 
PUBLICITY LTD. 
at it 

55 Temple Row, 
Birmingham, 2 | 


And insiston || 
talking to tt 

The managing — 
director 


M. F. K. FRASL 


P.S. Telephone 
MIDland 63% 


PUBLICITY 
mH / 


Established 1920 


NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


| 
| 
| eaton 


of operations. 


PUBLICITY L* 
Accredited Advertising Agents 
BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 
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Full order books continue 
for machine tool makers 


N another of the Midlands’ 
major industries, machine 
tools, reports suggest that, 
iithough manufacturers are 
cing stronger competition 
trom abroad, world demand is 
o buoyant that it seems likely 
to outpace production for 
some time. 
l.gures of deliveries and orders 
ind are quoted in an accom- 
ing table. Reference to this 
| show that despite a higher 
ithly average rate of delivery 
terms of volume (the value 
ton has not changed to any 
xed degree) and during the 
six months of 1955 by com- 
parison with the year of 1954, 
standing orders have con- 
ied to rise. 
\t the end of June, they were 
the value of £91 million as 
inst £70 million in June last 
In an endeavour to keep 
with orders, the industry has 
panded and still is expanding, 
d considering the labour 
tages to which the industry 
s been subjected, it can rightly 
roud of its record and with 
e 15 months’ work repre- 
d by orders in hand, look 
ward to a continuance of a 
h level of activity. 


improved delivery dates 


the electrical engineering 
‘ustry, to which the position of 
1in’s second largest exporting 
ip has been ascribed, and in 
h roughly one-quarter of the 
i! employed are to be found 
the Midlands, manufacturers 
reported to have overcome 
backlog of orders and are 

» able to quote better delivery 


The industry is facing severe 
competition in overseas trade 
from Germany, whose percent- 
age of world markets has been 
increasing, while other com- 
petitors are Sweden, Switzer- 
land, Belgium and France. 

At Rugby the re-equipment 
and expansion of the British 
Thomson-Houston Co., Ltd., tur- 
bine factory is reported to be 
making good progress and to have 
a full order book (see picture on 
page 67) 

In the iron and steel industry, 
a new plant which includes an 
iron foundry of 200,000 square 
feet, ancillary buildings and half 
a mile of railway sidings, will 
shortly be completed at Nun- 
—only a year after the start 
The foundry is 
reported to be one of the largest 
pre-fabricated buildings in the 


| world, and when fully equipped 


it will be one of the most highly 
mechanised in the country 
However, while the demand for 


Metal Working Machine Tools 


Deliveries are in respect of monthly averages or calendar months 
Orders in hand are in respect of the end of period 


Deliveries 
For Orders 
export on hand 
Tons Total 

£°000 £'000 £'000 

1951 11 085 4049 | 1 401 98,887 
1952 12,580 5,167 | 1,693 96,996 
1953 12,634 $,515 | 1,734 72,251 
1954 11,390 5,466 1,517 $1,011 

1955 :— 

January 11,100 5,584 1,569 83,041 
February 11,483 5,500 1,436 84,577 
March 14,304 6,961 1,804 84,846 
April 11,105 $,283 1,420 88,202 
May 13,236 7,030 2,056 89,872 
June 12,803 6,320 1,496 91,653 


Source 


steel, especially for some types, 
has been out-running supplies, 
orders for castings used in 
domestic appliances (in sales of 
which hire purchase plays a part) 
have begun to fall off. 
Nevertheless, confidence is still 
high and work has started on the 
construction of a new factory, 
reported to cost £100,000, for the 


Mirroware Company at Hales- 
owen 
In the aircraft industry in 


Coventry a small but important 
number of dismissals through 
redundancy have been reported 

dismissals which are a reflec- 
tion of the changing demands of 
the Services, which favour 
different manufacturers in turn 
Happily, with the constant 
shortage of labour in Coventry, 
whose unemployment rate has 
been as low as 0.2 per cent of the 
insured population, nearly all the 
discharged men have found work 
in other industries in the city. 


Board of Trade. 


Basic labour 


shortage 
HE labour shortage (of 
which recently quoted ex- 
amples in the Midlands have 
been the inability of an Oxford 
coal firm to recruit enough 
delivery men, thus causing the 
firm to discontinue its retail 
distribution, and the 1,000 
vacancies in key grades in the 
Birmingham area of the British 
Railways) has led to investiga- 
tion by many firms of the pos- 
sibilities of transferring their 
organisations to Northern 
Ireland. 
Following the visit of the Mid- 
lands Regional Controller of the 
@ Continued on page 72j 


{ Outdoor advertising facilities 


Excellent facilities exist throughout the Midlands for an effective 


outdoor advertising campaign 


This series of Osram bulletin boards 


is in Charles Street, Leicester. 
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colours. Easily erected to display presentation surface showcard photo- visible storage display. 


cases and pens. lithographed in eight colours. 


EE ____. 


A collapsible stand, “litho ‘embossed in seven Porcelain finished, washable A simple self-service and 


omnes Gras GT 


a te e+ 


for reliability 


a 
Buitheeaship 


—————a 


Hanging cut-out in metallic 
foil, lithe or litho porcelain 


finish. 


Easifix projecting cut-out with 
twin steel pins. Easily and 
firmly fixed in window frames, 
Three-dimensional litho cut-out display in nine doorways and in all smail 
colours and with five projecting planes. spaces where showcards could 
not be displayed. 


These are some of the displays made by Acme of Enfield for 
well-known advertisers. Everywhere you go you will see these 
displays because they are well designed and well made. Let 
Acme of Enfield oped and make your displays —they will 
help you to sell your goods. 


ACGME... 0:12: 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
Paragon Works - Green Street - Enfield - Middlesex - Telephone: Howard 165! 
Showrooms: 9 South Molton Street - London W1.- Telephone: Grosvenor 7458 
Crown Buildings : James Watt Street - Birmingham 4 - Telephone: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 
Resident Representative in Manchester 
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New scheme for ‘factory 
colonies’ in preparation 


Board of Trade to Northern 
Ireland, it is reported that GWE 
Electric Furnaces of Dudley is to 
establish a factory at Bangor, a 
few miles from Belfast. Addi- 
tionally, a number of Midland 
engineering manufacturers are 
arranging for work to be done 
by suitable firms in Northern 
Ireland on sub-contracts 
Another feature of industria! 
development in the Midlands 
has been in Birmingham. A 
acheme for factory colonies to 
house small firms displaced |» 
redevelopment in = Birming 
ham is being prepared by th: 
National Union of Manu/a:- 
tarers, and the Birmingham 
Corporation have offered fou 
sites on long term leases 
Speaking on October 13 «! the 
annual general meeting of the 
company, the chairman 
Triplex Safety Glass organs 
in a reference to conten: { 
new buildings for an en ! 
concern in Birmingham 
extra Storage accom 
at King’s Norton, referr 
building in Birmingham 
He stated that subsid 
tories were owned in the 
were scheduled for den 
because Birmingham » 
suing a policy under the \) 


NETT SALE 


HEAD OFFICE: 
Observer Buildings, 


Tel. Walsall 2137 


COV ict 


» 
v 


over 55,000 weeriy 


Bridge Street, Walsall. 


scheme of demolishing poor 

dwellings and indifferent factory 

premises and rehousing the 

people in modern buildings and 

granting 70-year leases of vacant 

; to manufacturing concerns 
build better factories. 

Further north, developments 

cod improvements have continued 

the Potteries. In 1939 there 

e under 40 continuous kilns, 

creas to-day they number 

rly 400, saving about 500,000 

of coal previously consumed 

the old “bottle” ovens. And 

1 only a few exceptions the 

le of the reconstruction and 

Jernisation programmes have 

cen carried out on existing sites 


Conversion of companies 


However, modernisation is an 
\pensive business (one estimate 
building and equipping a 
vodern pottery is £500,000), and 
tendency is reported for family 
isinesses to be converted into 
lic companies. Like other 
lustries, the pottery manufac- 
rers have been hit by rising 
and recently the West Mid- 

nds Gas Board, after consider- 
ig a report by the Pottery Manu- 
turers’ Association on the 


ect of increased gas prices, re 
ed to grant price concessions. 


In the East Midlands the higher 
level of activity in the footwear 
industry attained during the 
summer months is continuing, and 
manufacturers are feeling fairly 
confident that business will be 
maintained. 


The dominant threat 


In the fabric of every industry, 
on the other hand, is to be found 


the same dominant threat 
labour shortage. Northampton, 
Leicester and other Midland 


centres have been losing workers 
to the engineering industry, and 
consequently there is a shortage 
of skilled operators. 

The prosperity of this part 
of the region is reflected in the 
rising of small savings figures. 
In the 12 months ended March, 
31, 1955, the imcrease in the 
East Midlands was 11.2 per cent 
above the level of 1953-54, the 
total gross savings of nearly 
£69 million being almost 
£7 million better than in the 
previous year. 

Average weekly savings per 
head of the population rose from 


6s. 1ld. to 7s. 8d., and for the 
fifth year in succession the 
number of savings groups has 


increased. 

Light has been thrown on the 
prosperity of the Greater Bir- 
mingham area as the result of 
the enterprise of a Birmingham 
evening newspaper, which re- 
cently published the findings of 
a readership survey conducted 
under its sponsorship in this area 
with its total population of 
2,047,500. 


PROSPEROUS SOUTH 


STAFFORDSHIRE 


with the 


WALSALL OBSERVER SERIES 


of 


SEVEN NEWSPAPERS 


The Walsall Observer 


The Rugeley Times 


The Wednesbury & Darlaston Times 
The Cannock Chase Courier 


The Hednesford Courier 
The Penkridge Courier 


The Brewood Courier 


COMBINED RATE 


P. MOON, 134 Fieet St., 


NovemMBer 11, 1955 


This survey found, in answer 
to a specific question on savings, 
that the average annual amount 
per saver among readers of this 
paper was £41 3s., and the average 
annual amount for all readers of 
the paper was £19 5s. 

These Birmingham men and 
women readers’ expenditure on 
clothing averages £22 per adult, 
whereas the average expenditure 
on adults’ and children's clothing 
for the whole of the United 
Kingdom is £18 10s. 

It was pointed out in the 
report that there is no official 
figure for adults alone, but it ‘s 

robably close to that provided 
c the survey. Expenditure on 
cigarettes and pipe tobacco 
worked out at £26 per reader, 
compared with the UK figure of 
£22 a head on all tobacco in 
1954 (according to the Central 
Statistical Office). Spending by 
male readers on draught and 
bottled beer was probably 20 per 
cent above the overall national 
average. 


Sitting on coalfield 


In 1946 a trading estate was 
opened in Lichfield near to the 
railway station, and eight light 
industrial firms there employ 
some 500 people. Additionally, 
it has now been discovered that 
Lichfield is sitting on a coalfield 
containing some 400 million tons, 
although for the time being it is 
to be worked from Cannock 
Chase. Recently, land has been 
found for a second trading estate 
near the first and a helicopter 
station is contemplated. 


21’- sc 


LONDON OFFICE: 


LONDON. 
Tel. FlEet St 3913 
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It’s a good scheme, BUT... 


will they buy? And if they do, will they buy your brand? It 
depends on the steps you take to help them remember. 


In short, it all depends on repetition — essential to the balanced 
campaign — and posters give you repetition above all.* 
Poster 
Repetition 
Completes 
the 


Campaign 


in extensive survey sponsored by Mills & Rockleys Ltd. shows that between 80°. and 
90°. of the population can see the posters of a campaign on an average 20 and more 
times a week. The results of this survey were published in June under the title 
‘The Size and Nature of the Poster Audience—Study I1””. 


MILLS & ROCKLEYS LIMITED 


The Mills & Rockleys Area Planned poster advertising in more than 200 towns ~ Head Office: 2/ Queens Road, Coventry 
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Modernisation of retail methods involves ‘serve-yourself’ techniques. 
In this survey of the Midlands a Special Correspondent reveals that the— 


Trend to self-service ineludes 
instaliation of supermarkets 


S in other regions o! 

country, self-service 
spreading among retail 
in the Midlands. 
organisations have 
this method of retailing 
vigour and these include 
Nottingham Co - oper 
Society—one of Britain 
ing retail units—co-or 
or otherwise—in the ‘ 
research into new tech: 
of marketing and store 
tion. 

All the new branch« 
society, it has been decid 
be food halls on the ; 
the United States supers 
In some cases the new 5! 
be on the lines of the 
Migros markets of Swit 
selling non-foods on a s«\! 
basis as well as all 
One such is to be open 
year, probably at Easter 
Clifton estate near the 


Men’s wear included 


On the ground floor 
building will be a supe: 
where not only every ci 
food will be self-service: 
also a range of men 
women's haberdashery) 
children's wear. The sal 
will cover 12,500 squar 
(more than any existing 
service store) and there wi! 
departmental store of trad: 
layout on the first floor 

At present the socicty | 


taken 


Co-opera 


this 


rv 


'nterior of the Coppice Road store contains ample space for special 


displays 


crmarkets, have been opened 
hin the last six months. Some 
sression of the lines on which 
society is developing self 
ice can be gained from a 
ser look at one of these two 
. branches. 
ipened in July, the store in 
ppice Road, Killisick, Arnold, 
has a turnover of £1,700 a 
The building stands on 
sige of a hill, so that the 
ind floor becomes, in effect, 
first floor at the rear of the 
ses, while the basement 
ges at the rear as a pseudo 
nd floor. This greatly facili 
the unloading of goods 
ctly into the basement. 
Beyond the modern canopied 


Refrigerated cases can be seen at top right 


staff service bread and confec- 
tionery counter with its own 
cash taking procedure 

The rest of the layout is based 
on the use of anodised aluminium 
shelf fittings. Side-by-side are 
three long gondolas, parallel with 
the side walls. One wall is lined 
with shelving and with 22 feet of 
refrigerated display cabinets for 
butter and fats, while the rear 
wall is occupied by refrigerated 
counters for the staff servicing of 
bacon and other provisions 

With little alteration, 
counters could be adapted for 
self-service sale of pre-packed 
bacon, etc., as has been done in 
the society's central food hall 
(where butcher's meat and green 


these 


use of red and white polythene 
containers instead of the more 
orthodox wire baskets. 

Warehouse accommodation. 
preparation rooms and _ staff 
rooms (including a small canteen) 
are in the basement Strong- 
smelling soaps and disinfectants 
are stored separately in their own 
room. 

The shelving installed was sup- 
plied by Self-Service Equipment 
Ltd.. of Sale, near Manchester. 
Refrigerated cabinets and coun- 
ters are by Hussmann British 


Display and 


television 


Commercial television in the 
United Kingdom will have a 
powerful effect upon point-of- 
sale advertising and store dis- 
play techniques. The system 
comes to the Midlands early 
next year with the opening of 
the Independent Television 
Authority station at Lichfield. 
The population to be covered 
by that service has been esti- 
mated at more than six 
million. 

The industry has calculated 
that by the end of this year 
there will be some 830,000 
multi-channel or adaptable 
receivers in the ITA Lichfield 
area—675,000 in the primary 
and 155,000 in the secondary 

area. 


supermarkets (fi.c.,  sell 

stores selling a complete range 5s 
of foodstuffs including butcher's dows uninterrupted by any 
meat and greengroceries) and 77 window display, is a spacious 
smaller self-service branch vestibule for pram parking. One 
Two complete food halls. or j 


hop front, with full vision win- grocery are now handled 100 per 


cent self-service) 
Use of refrigeration 


Refrigeration Ltd., and the Smith- 
field Refrigerator Co., Ltd. Three 
capacious Kelvinator coldrooms 
take care of the storage of pro- 


4 > re 


corner of this is occupied by a 


A view of the Coppice Road branch of the Nottingham Co-operative 


Society. 
lamps. 


Full vision windows are sheltered by a canopy which carries 
The turnover is now £1,700 a week. 


An extension of the sales area, 
forming a large alcove on the 
right of the layout, houses sec- 
tions for the staff service of fresh 
fish (included is a closed display 
refrigerator), fruit and vegetables 
with an open refrigerator, and 
butcher's meat in_ refrigerated 
counter units and display cases 
Both self-service and counter- 
service are available for meat. 

Three fully equipped checkouts 
adjoining the manager's office 
complete the layout Mention 
must also be made of the red 
neon signs over the non-grocery 
departments, the double square 
of fluorescent lights comprising a 
total of 44 tubes (plus a large 
number of spotilamps) the 
hygienic Terrazzo floor, and the 


visions, meat and greengroceries. 
An Avery Optiscope weigher is 
in use for pre-packed meat and 
the checkouts are equipped with 
machines supplied by the 
National Cash Register Co., Ltd 
The store is run by a staff of 15, 
including the manager. 

Ample space for special dis- 
plays is available—and such dis- 
plays are frequently employed 
with the so-called “dump” type 
(a kind of orderly disorder) being 
found most satisfactory. Demon- 
strations ‘have proved extremely 
successful. A recent tie-in pro- 
motion of Kellogg's Rice Krispies 
with Lyle’s syrup considerably 
increased sales of the former 
and more than doubled the turn- 
over of the latter 
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to obtain complete coverage 
The 16 EMAP papers have 


a monopoly or dominant sale 


in the 1l-county area they 


serve. Croup rate: 


95’- $.C.i. 
261,128 


Copies per issue 
ABC JAN. JUNE ‘55 


EAST MIDLAND ALLIED PRESS 


London Representative: GEORGE JACKSON, CLIFFORDS INN E.C.4. (Hol. 3611) 


COLOUR PRINTING 
AT ITS BEST 


showcards ,' 
folders | @ good PE 
catalogues | 

booklets | 


a. JOHN TOMLINSON 


|| 


leaflets | (Processes) LTD. 


| ERSKINE STREET. LEICESTER. Tel. 21593 | 
JOHN BROWN PRINTERS LTD. 


FOR NIGH eatin | 
HUCKNALL ROAD, NOTTINGHAM Tel. 65924 - ELECTROS & srraied. | 
Specialists in high-quality colour Letterpress * “4 
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ADVERTISER'S WEEKLY 


one of the best 
Agencles 
in the 
midlands 
BA 


BEMROSE ADVERTISING 
LTD 


WELLINGTON STREET DERBY Tel. 49291 


In the “Heov of England” 


HINCKLEY TIMES AND GUARDIAN 
Net Sales 13,287 ABC Certificate 


Imrn ef tion 
Urban Area 39,088 
Rural Districe 25,250 
est nylon and silk stocking 


vufactured extensively in the 
rth and Lutterworth agricul- 


Hinckley is one of the 
centres. Boots and shoes a: 
area. The newspaper cove 


Adverts pplication to 


HINCKLEY TIMES AND GUARDIAN 


26 Castle St., Hinckley. Phone: 243 Hinckley 
London Office: 80 Fleet St.. London, E. C. 4. Phone: Fleet St. 7500 


WHERE TO SELL? 
WHAT TO BUY? 

WHERE TO GO? 
WHAT TO SEE? 


FOR 

THE ANSWER 
EVERYONE WITHIN (5 
MILES OF THE TOWN READS THE 


MELTON MOWBRAY TIMES 


THE LEICESTERSHIRE PAPER THAT INTERESTS BOTH 
THE FARMER AND THE TOWNSMAN 
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Short specialised shows 


can pull in business 


says A. J. COX 
exhibition manager, Engineering Centre, Birmingham. 


ANY signs indicate a step- 

ping up of publicity 
campaigns in the direction of 
short, specialised exhibitions. 


Organised by individual firms 
and beamed at specific sections 
of the public, this has become 
particularly noticeable in the field 
of light engineering with elec- 
trical firms a close second. The 
washing machine is an established 
fact, but it took well-planned, 
specialised, individual displays to 
induce the public to buy what is 
now often considered a necessity 
rather than a luxury 

The old complaint of house- 
maids’ knee is becoming a thing 
of the past because the value of 
the floor-polishing machine is 
getting wide recognition. To-day, 
however, there is no doubt what- 
soever that it is the engineering 
and electrical firms which have 
developed a strong lead in exhi- 
bitions, realising as they do that 
well-planned, attractive private 
shows give the maximum pub 
licity for well-made products. 


It is not difficult to understand 
the popularity of short-term ex- 
hibitions providing the product 
lends itself readily to this type 
of display. The advantages are 
many and varied. For example, 
the total cost usually compares 
so favourably with the normal 
trade exhibitions that a consider 


able number of firms can afford 
to do both 
What is probably even more 
important, the time and place 
can be picked to work in with 
one’s own production plans. 
Another most important point 
is that with a private exhibition 
those who come are obviously 
interested, which, apart from 
saving salesmen's time, gives the 
regional office a golden oppor- 
tunity to entertain local cus- 
tomers. This immediately leads 
to thoughts of cocktail parties 
which go a long way to breaking 
down the initia] reserve invari- 
ably used as a front by the poten 
tial buyer. 
Other relevant points include: 
@ The prestige value. This is 
immense when full implication 
is grasped of the tag “our own 
exhibition,” etc. 
@ Adjacent space can very often 
be found for film shows 
®@ The mayor or other local digni 
tary can sometimes be recruited 
to open an exhibition—a con- 
siderable help in the publicity 
field 
@ Expensive stand 
usually unnecessary 
@ The display can be portable 
and designed to move from 
one provincial town to another 
There is no doubt that exhibi- 
tions held in the Birmingham 


@ Continued on page 77 
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Making tyres in 


“a. 


Wolverhampton 
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An operator at Goodyear Tyre & Rubber Co. (Great Britain) Ltd.'s 
works at Wolverhampton removes a cured truck tyre from a watch 
case type mould, 
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Successful shows need publicity 


area during the last six months, 
on the average, have been 
extremely successful. There have 
been one or two disappointments 
and it is perhaps from these that 
most can be learnt. The obvious 
inference is “it is no good having 
an exhibition if you do not tell 
anybody about it. Whether 
you advertise to the public in 
general, or issue special invita- 
tions it is absolutely essential 
for that part of the organisation 
to be planned well in advance 


Must be publicised 


If the exhibition is to be adver- 
tised, space must be booked in 
the local press during the run 
of the exhibition and, if at all 
possible, an effort should be 
made to have it featured in the 
echnical papers a week or month 
prior to the start of the display. 

It has been my experience 
that unsuccessful exhibitions 
invariably go hand in hand 
with insufficient publicity. The 
compiling of a list of invita- 
tions is, we all know, a thank- 
less job, but where exhibition 
work is concerned it can make 
or mar the entire show. 

The question of organisation ts 
paramount importance 
There are the occasions when 
1 display previously planned for 
elsewhere only half fills the hall 
but imagine the pandemonium 
that reigns when it is discovered 
that there is no room for the 
main exhibit 

It is worth remembering that 
should the display be simple 
(e.g. exhibits laid out on tables) 
the most important point 1s 
getting hold of suitable tables 
This form of layout is very 
popular with all types of firms 
but because it is so simple it often 
happens that the publicity depart 
ment or manager is content to 
leave it to the sales staff—and 
the thought of tables does not 
enter their minds until they 
arrive to view the site 

In Birmingham it is impossible 
to obtain first class tables in 
reasonable quantity unless fair 
notice is given 

The city of Birmingham is for 
tunate in having a hall specially 
designed for short exhibitions at 
the Engineering Centre. Goods 
can be off-loaded direct from 


ot 


lorries, single and three phase 
power points are available and 
considerable help can be obtained 
from the authorities as to cock- 
tail parties, film shows, publicity, 
etc. 

During the last six months nine 
exhibitions have been held in 
this hall. The most recent one 
included a working demonstration 
of a £5,000 jig boring machine 


The _ installation of this 
machine, weighing 4) tons, was 
in itself a work of art and as 
an example of the value of such 
exhibitions, five were sold 
during the fortnight it was open 
and the company's sales staff 
are at present busy following 
up other hopeful inquiries. 
Other exhibitions have included 

electronic instruments, expanded 
metal, slotted angle, woodworking 
machinery, pumps, oil fired 
boilers, electrical switchgear and 
the introduction of a new develop 
ment in the cast-iron world 


Interest to specialists 


This last exhibition was a fine 


cxample of the correct use of a 
short private display The sub 
ject, spheroidal graphite iron, 1s 


one of interest to specialists only 
and the company concerned 
designed the exhibition, which 
toured the principal cities, as part 
of their main sales campaign. All 
potential users, research depart- 
ments and technical associations 
were notified in each area 

Ihe exhibition of electronic 
instruments provided an excellent 
example of the more simple type 
of layout. Small instruments can 
be ideally displayed on tables and 


in this case ordinary canteen 
trestle tables were disguised 
with hardboard and uniformly 


coloured baize 

The exhibition of slotted angle 
falls into a category of its own 
as no stand-fitting was necessary 
The product forms its own dis 
play and in this particular instance 
a highly successful exhibition was 
contrived by making use of the 
material so as to interest different 
sections of industry. Many new 
customers were found and in 
such a competitive market as this 


a short private exhibition was 
probably the most effective way 
of putting over the selling points 


Selling 
in the 
Midlands? 
With a daily net sale of 
100,246 | 


at a flat rate of 


274'6 s.¢.1. 


your best seller 
is 
Che Coventry 


Evenings Celearaph 


QUINTON ROAD LONDON OF! 
COVENTRY 80 FLEET | 
Phone COVENTRY 5011 Phone: CEN 


“THE RUGBY ADVERTISER” 


A House Goes Up 

The Tenant Goes In 
And So Does 

‘The Rugby Advertiser '’ 


London Agent 

D. L. Clackson, 

80 Fleet Street, E.C.4. 

Phone London Fleet St., 2626. 


Heod Office 
Albert Street, 


Rugby. 
Phone Rugby 2021-2 


WE SHOOT TO SELL, 


16 mm. FILM PRODUCTION 
T.V. COMMERCIALS 

@ CREATIVE PHOTOGRAPHY 
@ 3D COLOUR FILMS & SLIDES 
PLUS MOBILE FILM SHOWS, SOUND RECORDING, 
TELEVISION NEWSREELS 


BIRMINGHAM COMMERCIAL FILMS 


LIMITED 
Studios—8 LOZELLS RD., BIRMINGHAM 19 
SPECIALISTS IN VISUAL SELLING BY FILMS & PHOTOGRAPHY 


Loughborough Echo 


CIRCULATING IN AN STRIAIL 


AND AGRICUL TURAI 


NET SALES 19,245 (A.B.C. Certificate) 


A LIVE PAPER IN A LIVE DISTRICT 
Rate cord on application 


Head Office: 


Tel. 4343-4 Telegrams: Echo 


LOUGHBOROUGH 
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ADVERTISER'S WEEKLY 


THE 


“BURTON DAILY MAIL” 


is the most 


WIDELY READ NEWSPAPER 
in the prosperous Burton 
and South Derbyshire area. 


Net Sales Figure, January to June 1955, were : 
22,174 Daily 


PHI 


“BURTON OSSERVER”’ 


is the best illustrated 
weekly in the District. 
Net Sales Figure. / June 1955, were : 
9,981 per week 


These are the Pape: Sales Eagerly Sought 


after by ail | is and advertisers. 
Adi *s from 
e. 
65 to 68 I!) Burton-on-Trent. 


"}1CeS 
E. Greenwood I< trand, London, W.C.2. 


Your Own 
Special 
Exhibition 


An adm “ hall is available 
in the he: ngham for 

SHORT TERM 

ENGINEERING EXHIBITIONS 
Loads up to |) tons can be handled. An 
adjacent PRivare Ofrice and PROJECTION ROOM is 


available and assistance can be given with Publicity 


Rental 1s nominal, bookings can vary 
from one day to one month 


Further particulars from 
THE ENGINEERING CENTRE 


The Permanent Engineering Exhibition, Stephenson Place. 
Tel. MIDiand 1914 Birminghem - 
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Men-on-the-spot report the prosperity: 


_ Skilled men go to the 
highest bidder 


says R. S. GILES 
industrial correspondent Express & Star (Wolverhampton) 


Pur employment is still 
very much a factor 
influencing the Midland scene 
and the workers’ pay packet. 

Notwithstanding the national 
wages agreements, the skilled man 
and in many instances the semi- 
skilled operative can sell himself 
dearly to the highest bidder. 
There are few cases in which 
earnings bear any relation to 
wage rates because overtime 
working is becoming increasingly 
necessary to enable employers to 
meet production schedules. There 
are quite a few urban areas in 
the Midlands where there are 
literally no unemployed, only a 
few unemployables. 

Much, but not all, of this 
situation depends for its con- 
tinuance on the prosperity of the 
motor industry. Plans which 
that industry has for production 
expansion in the immediate 
future are already being reflected 
in projects designed by Midland 
foundries and motor component 
makers for greater output. 

The primary industries of the 
area—coal and steel—are also 
very busy and in the case of 
coal, are being expanded perhaps 
faster than their manpower posi- 
tion really warrants. In most 
cases, however, coal production 
improvement plans are aimed at 
saving manpower 


prevail 


writes J. DAWSON, editor, 
Hinckley Times & Guardian 


ib the very heart of England, 
Hinckley is one of the 
largest centres for the manu- 
facture of hosiery in_ the 
country. 

Of the adult population about 
one in every three finds employ- 
ment in the hosiery and knitwear 
trade, and many others in the 
industries which are ancillary to 
hosiery manufacture. 

Nylon hosiery is its chief 
manufacture, while Hinckley is 
reputed to be one of the biggest 
centres in the world for the 
manufacture of seamless stock- 
ings. Figures given by the Board 
of Trade showed that in 1950 
hosiery exports from Hinckley 
and district were running at the 
rate of £1,700,000 a year, or 
something like £7,000 for every 
working day. 

It could well be said that 


Hinckley covers the feet of the 
world, for in addition to its 
manufacture of women’s stock- 
ings and men's and children’s 
half-hose, a great part of the 
country’s boot and shoe manu- 
facture lies concentrated in the 
town and outer districts of Bar- 
well and Earl! Shilton. 

In Hinckley, too, lies Sketch- 
ley, probably the world’s largest 
dyeworks, finding employment 
for over 1,150 workers. 

There have emerged in the past 
few years in Hinckley a large 
number of light 
works, the principal among which 
is the Burgess Products establish- 
ment, making micro-switches for 
the electrical trade and also, at 
the other end of the scale, 
silencers for industrial engines. 

There is provided in the town 
employment for hundreds of 
workers from the neighbouring 
centres large and small. 

A number of workers in 
Hinckley earn very high wages. 


Expansion 
continues 


says H. HATTON, advertisement 


manager, Birmingham Post & 
Mail Ltd. 


J NDUSTRIAL prospects in 
the Midlands continue tu 
expand, although the labour 
shortage is still acute. 

Shopping facilities in the city 
centre will be greatly improved 
on the completion of various new 
building projects, and a famous 
London store has acquired pre- 
mises covering a whole block 
with frontages to two of the 
principal shopping streets for 
future development. A number 
of new multi-storey blocks of 
shops and offices in the modern 
style are arising in the central 
area, and there are more to come. 
It is safe to assume that in the 
next 10 years there will be very 
many more developments. 

The second commercial tele- 
vision transmitter is scheduled to 
open in the Midlands early in 
1956 and we have interests in 
both the programme companies 
which will be operating from the 
Midland station 

All indications are that the 
prosperity and importance of the 
Midlands, with Birmingham as its 
centre, will continue to grow, and 
we look forward to the future 
with confidence 
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—families in this vital area read the ‘ News ne 
week. This is an increase of 5,000 over the past | 
months. 


From Ist January, 1956, the rate to reach them will be 
16/- per single column inch. 


Your Midlands campaign is not complete without 


BIRMINGHAM NEWS SERIES 


143, FLEET STREET, LONDON, E.C.4 
Fle 2665 


Catching 

new markets 
calls for the 
combined effort 
of the designer's 
theughts, the 
artist's skill and 
the printer's craft. 
A combination 
which is readily 
offered by us 


Arusts * Designers - Catalogue and ( olowr Printers 


a EDGBASTON 


BIRMINGHAM ~ 15 
= @ better sill Telephone: CALthorpe 1983 
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ADVERTISING 


. “GO” being the spirit as 
the the 
Organisation — a 


well as symbol of 


Gough com- 
prehensive service for Industrial, 


Trade & Consumer Advertising 


TOM.C GOUGH 


M.I.P.A., M.S.M.A., 
Registered Practitioners in Advertising 


COLMORE ROW BIRMINGH 
"Phone : Central 8041-2-3 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 


AGENCY: J. Walter Thompson Company, Ltd 


ART DIRECTION: Bill Free 


ADVERTISER: Kraft Foods, Ltd KRAFT CHEDDAR ha. 
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November 11, 1955 


THE GRAPHIC ARTS 
—a weekly news survey 


UNIONS CHANGE POLICY OVER 
SLIDING SCALE OF WAGES 


While negotiations are pro- 
ceeding between the six printing 
unions and the British Federation 
of Master Printers and the 
Newspaper Society over wage 
claims, the two sides seem to be 
no nearer a_ settlement. A 
change of policy over a sliding 
scale by the unions is reported 
to have presented the employers 
with a “difficult problem.” 

The employers discussed the 
problem on Tuesday, and on 
Wednesday met the unions again 

At a meeting between the em- 
ployers and the unions last week 
a new development was that all 
the unions had agreed to press for 
a cost-of-living bonus. Previously 
there was disagreement among 
the unions on this point. 


Second thoughts 


When negotiations for new 
agreements were opened, the 
unions said that they did not wish 
to continue with the sliding-scale 
system. The employers, who had 
also found it unsatisfactory, wel- 
comed this statement 

The unions have now had 
second thoughts and have said 
that they wish to continue the 
system for a period of years, as 
part of the new wage agreements 
now being negotiated. 

The employers have said that 
they would not grant the unions’ 
demand for an increase in basic 
pay unless the unions made con- 
cessions to enable firms to recruit 
labour more freely. It is 
understood that progress 
been made on this, and that 
agreement will soon be reached 
on the kind of relaxation of 


The quarterly house journal of the 


Cape Asbestos Company, ‘The 
CAC Magazine,” in its old Uefit) 
and new format. Its autumn number 
is the first in its change from 8jin. 
by Stin. to the larger \04in. by 8in. 
The ‘“‘half-and-haif" design of the 
cover is retained, but the typography 
has been re-styled and the title set 
in Albertus. With the larger size 
the number of pages is reduced 
to 24. “The CAC Magadne” is 
edited by Hugh Barty-King, the 
company's publicity manager, and 
printed by Ernest J. Day & Co., Ltd. 
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existing practices which the 
employers want 

The employers have agreed to 
the unions’ request for the con 
solidation of the present cost-of- 
living bonus with rates, 
which will mean higher overtime 
pay, varying from about 7s. a 
week on the average in London 
to 5s. elsewhere 


basic 


Rotogravure firm 
name director 


John Wood (Engineers) Ltd., 
of Ramsbottom, Lancs, roto- 
gravure machine manufacturers, 
have appointed to their board 
of directors R. E. Gilliard, who 
will have special responsibilities 
in connection with the rapidly 
expanding fields for gravure in 

the packag- 
ing industry 
Mr. Gilliard 
was trained 
in the draw- 
ing offices 


and works of 
the Thrissell 
Engineering 
Co. Ltd., for 
whom he 
worked as 
senior techni- 
cal represen- 
Gilliard tative, specia- 
lisingin print- 

paper converting 
and particularly roto- 
before joining John 


ing and 
machinery, 
gravure, 
Wood's 


Wood's were established in 1881 
and are described as the pioneers 


of rotogravure in this country 
Since the end of the war they have 
installed more than 70 units 


‘Small revolution’ in British engraving 


The hope that a leading repre 
sentative of the American engrav- 
ing industry would visit Britaih 
shortly to see the work of the 
Federation of Master Process 
Engravers was expressed by A. N 
Hunter, president of the Federa- 
tion, when he addressed the 
American Photo-Engraving Con- 
vention in New York 

Mr. Hunter, who is managing 
director of the Sun Engraving Co., 
was a guest speaker at the Con- 
vention 

Outliaing conditions in Britain, 


he said: “Our industry is under- 
going a small revolution.” 
Methods well tried for 50 years 
were being replaced by more 
mechanical means. “I do not 
think that anything but good can 
come out of it. An industry can- 
not stand still—it either pro 


gresses or goes backwards.” 
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John Shepherd leaving 
BFMP for L&M 


John Shepherd, who has been public 
relations secretary of the British Federation 
of Master Printers for nearly six years, is 
resigning from his position to take up an 


‘ 
appointment as publicity manager 
Linotype and Machinery Ltd. from ¢ 
February 1. 


The BF MP state that during his time on the Federation staff 
he has developed the public relations service to a very con- 
siderable degree, and has made many friends among master 
printers, the trade unions and many others who are concerned 
with the supplies and services of printing and its allied 
industries. 

“Links between printing, the press, and all those who use 
the industry's services have been strengthened by exhibitions 
and other means; and through his monthly PR Newsletter Mr 
Shepherd has cheered up many a printer feeling in the dumps | 
for one reason or another,” say the BFMP 


NEW CHART 
FOR TYPE 
RECOGNITION 


A chart to assist in a new 
method of type identification 
has been published this week by 
Sir Isaac Pitman & Sons, Ltd 
(7s. 6d.) 

The method does not entail the 
memorising of the peculiarities of 


a large number of faces. HK uses 
instead five concentric revolving 
—— one for each of the letters P. A. Be 
G, J, M, R and W 

Exch wheel carries a number E h Ye oO 
of versions of its letter, and by a cno range l 
mental process of climination 


be widened 


serils, depth of curves, length of 
stems and descenders, etc with Latest additi 
the type to be identified, one in Blak oe a 
letter from each wheel is set in - " ne e op nal 
its correct segment. The resultant ~ - om . 2 fey 
reading gives the type from a list a, i: Sore * : 
on the chart »y the addition os i) a K4 
Pitmans stress the educational che the ,~ Pp oA 
value of the chart 8 iL. “4 See “« P 
“The user will find the chart  p Seencs Ser ue 
: . who runs the Advertising Art Ser 
simple in operation,” they claim, vies ia Tottenham ( Road. 
“and will acquire a deeper know- WC1. The chara . ~ 
ledge of the actual characteristics ae ae 
: f faces.” ceived by him for inclu na 
of the groups o client's adverti After this 
appeared he was asked | her 
clients for the i to 
such an exten! that decided 
Comparing prices on both sides ‘© Complete the alphabet 
of the Atlantic, Mr. Hunter said Mr. Bell, wh has already 
that minimum prices were fixed been commissioned by the Casion 
by the trade in Britain, but this ‘Letter Founds to = produce 
was not allowed in the United another heavy displa etles 
States. New York prices ranged which is now in preparation 
from 36 per cent to 250 per cent History of the 
above those in London C an 
The demand for engraving in aston Foundry 
Britain, whether black-and-white Stephenson Blake & Co., Ltd, 
or colour, had increased enor- have produced a brief history of 
mously since the end of the war. their Caslon Letter Foundry in 
It would seem that it was likely Sheffield 
to go on increasing, and it was It contains an outline of the 
felt that there was justification sfowth of the foundry -which 
for confidence in the future hey describe as “bound up with 
stability of the industry the earliest days of printing in 
. England”—a “family tree” from 
Dealing with labour, he said William Caxtor down to 
“We have a situation in our trade Stephenson Blake & Co. Ltd.. and 
in which there are far too few articles on the birth of a type 
men chasing too many jobs.” face, brass rules, engineering 
This caused unrest among the products, and the wood equip- 


employees and stifled expansion. ment department. 
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ADVERTISER'S WEEKLY 


BOB FREEMAN 
AIRBORNE 


W HEN the Evening News pub 
lished a paragraph about Robert 
Freeman's 99 crossings of the 
Atlantic in the interests of British 
business, Associated - Rediffusion 
Lid. invited him to take part in the 
daily 10.15 p.m. programme “Visitor 
of the Day” last Friday 

The Robert Freeman Co. hav: 
associated companies in both (h 
US = c ye who are helping in 
the drive: in the United 
States, lees A. Bennett Co In 
who handle British Woollen nd 
Bowaters, and in Toronto, Pemh 
ton, Freeman, Bennett & Milne, » 
handle British Woollens, Bow! 
Cerebos and E. Griffiths Hughes 

Commenting on British exp 
Mr. Freeman told viewers that the 
were divided into two class 
who understand the problem of 
marketing in the US and Canad 
and those who don't 

Asked by interviewer 6 
Slydel about those who © «: 
Mr. Freeman replied that th« 
American market must b / 
seriously. Neither the US : t 
Canadian market could be | 
on the assumption that v 
here will sell there 

Mr. Freeman quoted th 
Toronto where a Canad: 
wanted to “buy British 
German representative 
him with a full range of 
and offered delivery trom 
Montreal—within ai week 
German called four tim: 

¢ British representative 
Canada once a year, stay 
hotel and wanted buyers \ 


* ADVERTISING 


him He had no stocks and 
couldn't promise delivery under 
three months. The German got the 
der 
When asked if he thought there 
was anything wrong with our motor 
exports to world markets, Mr 
Freeman replied: “Almost every- 
ng Up until recently many 
irkets have had no other choice 
n British cars. They can't buy 
crican cars even though they'd 
to _ But I think the honeymoon 


Mr "Freeman also mentioned his 
Geoffrey, TV executive of the 
ncy, who had just returned from 
rip to the United States. 


'V will succeed, 
says Laskey 


iy CAME as no surprise to me 
be told by George A. 
socks ieaeeaies aon Conmeaiier of 
rtising, that his impending 
ve to the business ———- 
femple Press implied no loss of 
th in commercial TV. His deci- 
on is governed by purely personal 
nsiderations. 
It will succeed despite the ex- 
s’ is his interim verdict on 
mmercial TV. The outstanding 
ylem, he said, was to make it 
economic medium, which the 
ning of new stations would help 
olve. Commercial TV was a 


MANAGER'S CORNER ' 


“EYES 08% EARS?” 


In these days of keen 


competition, out of 


sight means out of business ; what the eye 
doesn't see, the shop doesn’t sell. While it 
is true that quality speaks for itself, it gets 
more attention when it uses illustrations. 
In our experience it is always easier to get 
people to look than to listen. And a piece 
of creative display work by Harris has the 
advantage that it can sell a lot of goods 
without getting a sore throat. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel.: REGent 3295-47 


between 


partnership 
agent, and contractor 

At the moment no agent would 
assert that he yet knew how to 
make the best use of the new 


advertiser, 


medium, any more than the con- 
tractor would claim that present 
audiences were the biggest obtain- 
able 

Most of Mr. Laskey'’s experience 
has been with Associated News- 
papers, whose advertisement de 
ment he joined im 1933 fter 
service in the RAF and Ministry of 
Civil Aviation, he rejoined the Daily 
Mail in 1950 

This lead him to the department 
concerned with special promotions 
and then to working with C. W. V. 
Truefitt, at the Daily Mail Ideal 
Home Exhibition 

After a spell as assistant general 
manager with the Scottish Daily 
Mail he returned to London as Mr. 
Truefitt’s personal assistant ; then 
moved to A-R last January for an 
“exciting and stimulating” period 
with the new medium, first as 
advertisement manager, and then as 
controller of advertising. 


* * 7 


LeGactes are not always put to 
such good effect as that which was 
bequeathed to the Institute of Prac- 
titioners in Advertising by the late 
Thomas Dixon, for it was with the 
assistance of that legacy that J. W. 
Hobson's book, The Selection of 
Advertising Media (published on 
behalf of the IPA by Business Pub- 
lications Ltd., 15s.), was produced 
A founder Fellow of the Institute, 
he always took the keenest interest 
in its activities. 

Mr. Dixon joined the West End 
Advertising Agency in 1882, four 
years after it was established. He 
founded the Dixon Institute of 
—— and Salesmanship in 
901. 


About elephants 
and whales 


ONE of the many occupational 
hazards of publicity and public 
relations people is a liability to 
commit authorship! Here is news 
of three who have. Allan Moore, 
who works in the sales promotion 
studio of Marks & Spencer, has 
as a change from promoting nylons 
and corsetry, 
written and 1l- 
lustrated two 
books About 
Elephants and 
About Whales. 
which have 
had an excel- 
lent reception 
in the educa- 
tional press. 
Bernard 
Ash, publicity 
manager, 
Daily Herald, 
who won 4 
Daily Sket 
Allan Moore Book Find 
award for his first novel, Silence for 
His Worship, has now published his 
fourth, Fitchett’s Inn (Staples), about 
the turbulent birth of the great 
Midland canals 
Finally, the indefatigable John 
Wyan, public relations consultant, 
has his book “What Do You Know?” 
published by Bell. It is based on 
his BBC series. 
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At the Guy Fawkes Ball given by 
the Society of Industrial Artists at 
the Royal Festival Hall last Friday, 
Sabrina jalks to a “disguised’’ Guy 
Bayley of Herald Display Lid. 


* * * 
Tells his own 
short story 


"TWENTY -TWO-year-old Ken Short 
copy writer at the Birmingham agency 
of Jack White and Associates, took 
a brief holiday from advertising on 
Tuesday evening, when he broadcast 
his own short story “Fire Down 
Below” in 
Midland Re- 
gion Child- 
ren’s Hour. 
This was his 
eighteenth 
broadcast and 
his twelfth 
Children’s 
Hour story 

“They tell 
me my adult 
epics are too 
gruesome for 
radio,” he 
tells me. “I'm 
still trying to 
master the 
knack of leaving my characters alive 
and reasonably happy at the end of 
1,000 words or so!” 

In between bouts of amateur 
dramatics (he is at present in “ The 
Importance of Being Earnest”), 
drama criticism, and allied activities, 
Mr. Short is engaged upon a group 
of technical accounts. 


* * * 


AT the centenary dinner of the 

Local .—/?_ Chronicle, P. 
Asterley Jones, its editor, in the 
course of an extremely able speech, 
referred to a journalists’ conference 
which sent the following message to 
a fishmongers’ conference being held 
at the same time: 

“Congratulations. Y our business 
is wrapped up in ours.” 


CONTACT 
WEEK'S WISECRACK 


a“ 


I hear one of the petrol 
companies want an Irish 
baritone to sing their TV 
jingle ‘Oil walk besoide you 
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Mr. E. W. HARDIE, 
a Director of 


CENTRAL ADVERTISING LTD + SOUTH AFRICA 


will be in London from 
Nov. 14 to 30 when he will be 
pleased to interview 
applicants interested in 

the position of 


VISUALISER 


LAYOUT ARTIST 


for the Company’s Cape Town offices in South Africa 


If you are creative and can visualise as well as translate 


ideas into good selling campaigns—if you have a real flair 


for up-to-the-minute layout design combined with a sound 


selling sense—if you’ve had advertising agency experience, 


in Cape Town. As the Company requires a first-class man 


| there’s a good job for you with Central Advertising Ltd., 
| 
it expects to pay a first-class salary. 
Please write, stating age and experience, to 
BOX E.W.H. GORDON & GOTCH ADVERTISING LTD. 75/79 FARRINGDON ST. LONDON E.C.4 


or telephone Fleet Street 4030 to arrange an appointment 
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Co-operative drive 


for Ireland 


for tourists 


large scale advertising car 


paign designed to promote 
traffic to Ireland will open in 
British national and provincia! p 
during mid-January 

The campaign is being und 
on a cooperative basis 
Failte Eireann (lrish Tour: 
Aer Lingus. British Railway 
the British & Irish Steam Paci 

Plans for the driv “ 
pleted at a recent meeting 
which was attended by Cy 
chief publicity office 
Region British Railw 
Tonge, chief publicity off 
land Region, British F& 
Ernest Reader, chief 1 
officer, Coast Lines Ltd 
ing the British & Ir 
Packet Co.) and Major } 
publicity manager, Acr | 

The scheme is being 
Sun Advertising Ltd. ir 
with Napper, Stinton, Woo'! 


New ranges 


furnishing fal 


New ranges of David 
furnishing fabrics are 
duced and are to be 
full-page colour ady 
beginning early next year 

Spaces will be taker 
circulation women's mag 
each range will be feat 
ately, to achieve maxim 

Trade press advert 
already started Agents 
Walter Thompson Co., Lt 


Current Advertising 


Iwo large accounts were on the move this week 


Ltd. have been appointed to handle 


Portslade, Sussex. The appointment wi 


The advertising for British Optica 


ment manufacturing group within 


n Mather & Crowther get Ronuk 


Mather & Crowther 
the advertising for Ronuk Ltd. of 
il take effect from March next year. 
| & Precision Engineers Lid., the 
the Rank Organisation, is to be 


vided between two agencies. It s h rmerly handled by only one, but 


kesman of the group has stated t 
be handled as logical divisions 
Basil Butler Ltd. have been appointe 
vss, less the company’s Dictore 
hey will be responsible for the ac 
16 and 8&8 mm 
lars, and still cameras 
gotiations are said to be in a 


cy for the handling of the adverti 
for the GB-Kalee Ltd., 


hull Yaxa account 


! overseas advertising of Yaxa 
ng transferred to Alfred Bates 
m, Ltd., from January | 
a products first came to this 
ry from Sweden at the begin- 
f this year when the launch 
d follow-up campaigns were 
d by Alfred Bates 


Philishave on TV 


60-second film featuring the 
have dry shaver is being trans 
1 between the peak hours of 

and 10 pm on commercial 
very Tuesday evening 

o films are in use and are 
ed on alternate Tuesdays 
nts are Erwin Wasey & Co. 


e'll answer that media query 


4 


We work so closely with the 
sent that, in a very real sense, 
r ofhce—fully able and most 


you in every possible way 


E. W. PLAYER LTD. 
30, FLEET STREET, LONDON, £ _—* 
The London Office 
for some of the best media 


in the Countrv 


“very advanced stage 


t they think that the interests can 


*d to handle the GB-Equipments Ltd 
dictation equipme nt This means 
avertising of the group’s film library 


cimematograph equipment, ahn-strip propectors, 


with a second 
sing for the Dictorel equipment, 


company responsible for equipment for the film 
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Pre-Christmas 
boost for Pyrex 


James A. Jobling & Co., Ltd., are 
conducting another heavy pre- 
Christmas campaign for Pyrex oven 
table glass Starting this month, 
half-pages in the Daily Express 
large spaces in the Daily Mirror 
Daily Mail, national Sunday papers 
and full-pages in magazines are to 
be used. Agents: Stuart Advertising 
Agency Ltd. 


New Midland Bank 
gift cheque 


The Midland Bank have started 
a new campaign for their gift 
cheque scheme and are introducing 
a new type of gift cheque 

Spaces are being taken in national 
dailies. provincial papers and maga- 
zines to announce the Christmas gift 
cheque. Agents are Charles Barker 
& Sons, Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


YAXA (overseas advertising) fo: 
Alfred Bates & Son, Lid. from 


January | 


RONUK LTD. for Mather & Crow- 
ther Ltd. from March 


GB-EQUIPMENT LTD. (less 
Dictorel) for Basil Butler Ltd 


NEW HYGIENE LTD., manufac 
turers of household refreshers and 
germicides for Graham & Gillies 
Lid 


DISHLEX, modified automatic 
dishwashing machine soon to be 
manufactured by Scotts Engineer- 
ing Co. (Newport), Ltd., on behalf 
of the Inglefield Group, for First 
International Agency Ltd 


A. B. BLANCH & CO., LTD., agri- 
cultural engineers BRISOL 
PLANT HIRE, machine contrac- 
tors; W. & A. EDGELL LTD., 
portable buildings, for West 
Adverusing Lid 


LODGE PLUGS LTD. from Janu 
ary t:; ANSELLS BREWERY 
LTD. for Elliott Advertising Ltd 


MERROL & CO. (ENGINEERS) 
LTD.;: STANDARD METAL 
WINDOW CO.; and S. WIL- 
LIAMS (PATENTS) LTD., girder 
clamps, for Willington Advertis- 
ing Ltd 


AIR CONTROL INSTALLA- 
TIONS LTD., campaign § using 
industrial journals, from Janu 
ary 1; TELEPROMPTERS OF 
BRITAIN; and VACUUM 
CLEANER SUPPLIES LTD. for 
the Warren Seymour Co., Ltd 

AIRWORK LTD., freighting com- 
pany, for Gordon & Gotch Adver- 
using Ltd. 


Campaigns 


CHILTON ELECTRIC PRO- 
DUCTS LTD. using London 
evenings and trade press for the 
Chilton Kub electric shaver 
(S. C. Peacock Ltd.) 

KESTOS LTD., using large spaces 
in Vogue, Harper's Bazaar, Tatler. 
Everywoman, Vanity Fair, Good 
Taste, Woman, Woman's Own 
and trade press for campaign 
starting February. (Robert Sharp 
& Partners Ltd.) 

KEEN ROBINSON & CO. LTD. 
using Radio Times and trade press 
for i howest (Everetts Advertis- 


ing Ltd.) 


COUNTY LABORATORIES 
LTD., using large spaces in 
national dailies. including a half- 
page in the Daily Express, spaces 
in women’s magazines and trade 
press for Bristow’s Lanolin Cream 
Shampoo. (G. S. Royds Ltd.) 


JAMES A. JOBLING & CQ., LTD. 
using half-pages in the Daily 
Express, large spaces in the Daily 
Mirror, Daily Mail, News of the 
World and the People, full pages 
in colour in Woman, Woman's 
Own, Good Housekeeping, Ideal 
Home, Woman's Journal, Homes 
& Garden and trade press for 
Pyrex. (Stuart Advertising Agency 
Ltd.) 

MIDLAND BANK LTD., using 
national dailies, provincial papers 
general interest and class maga- 
zines for gift cheque campaign 
(Charles Barker & Sons, Ltd.) 


= ISHAVE, using commercial 
TV. (Erwin Wasey & Co., Ltd.) 


PRETTY POLLY HOSIERY 
MILLS LTD. using national 
press and women’s magazines 
(Allardyce Palmer Ltd.) 


ROBINSON'S ROBINADE, using 
national dailies and general in- 
terest magazines for pre-Christ- 
mas campaign (Cc. Vernon & 
Sons, Ltd.) 


CHEMICO, using national maga- 
zines and newspapers in campaign 
Starting in January for household 
cleaner and Chemico Luxigro 
Tablet fertiliser. (Elliott Adver- 
tising Ltd.) 


DAVID WHITEHEAD furnishing 
fabrics, using full-colour pages in 
women’s magazines and large 
spaces in trade press. (The J. 
Walter Thompson Co., Ltd.) 


BLAKES (NORFOLK BROADS 
HOLIDAYS) LTD. using 
national dailies and Sundays, pro- 
vincials, magazines and yachting 
press for new campaign starting 
1956. (ATA Advertising Ltd.) 


NATHAN’S SALES LTD., using 
trade and technical journals for 
their dairy and ice-cream equip- 
ment. (ATA Advertising Ltd.) 


MELTIS LTD. using national and 
provincial press and magazines 
for 1956 campaign for New Berry 
Fruits. (Willing’s Press Service 
Ltd.) 

BORD FAILTE EIREANN using 
national and provincial press 
(Sun Advertising Ltd and 
Napper, Stinton, Woolley Ltd.) 
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There's one-and-a-third born every minute! ° 


A startling proportion of this country’s consumer trade is done Come and talk to us 
on behalf of new people, just born. And let’s not forget that the 
whole market is growing up each year. Thousands of people stop 
being school children and start being wage earners. 

Do you want to win the /ifetime loyalty of these people for your 
brand? Then your advertisements must clearly relate it to their We can make them 
real lives, their needs, their circumstances, their ways, and their WANT your product. 
progress. Above all you must make it interesting to them. We can make it interesting | 


about that 
moving target of growing, 


changing people 


® 673,212 born in 525,600 minutes last year 


§. C. PEACOCK LIMITED incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 
ALSO Al MANCHESTER: LIVERPOOL - BIRMINGHAM AND CHAPMANS ADVERTISING LIMITED, HALIFAX 
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Co-operative drive 
for Ireland 
for tourists 


A large scale advertising 
o——. designed to promot 
traffic to Ireland will open 
British national and provincia! 5 
during mid-January 

The campaign is being und 
on a co-operative basis 
Failte Eireann (Irish Tour 
Aer Lingus. British Railway 
the British & Irish Steam Pac 

Plans for the driv 
pleted at a recent mecting 
which was attended by (\ 
chief publicity office: 
Region, British Railw 
Tonge, chief publicity off 
land Region, British 
Ernest Re ader, chief 
officer, Coast Lines Ltd 
ing the British & Iri 
Packet Co.) and Major f 
publicity manager, Acr | 

The scheme is being 
Sean Advertising Ltd. in 
with Napper, Stinton, Woo’! 


New ranges ai 


furnishing falri> 


New ranges of David 
furnishing fabrics are 
duced and are to be 
full-page colour adv 
beginning early next year 

Spaces will be tak 
circulation women’s mag 
each range will be feat 
ately, to achieve maxim 

Trade press advert 
already started. Agents 
Walter Thompson Co., Lt 


Mather & Crowther get Ronuk 


Two large accounts were on the move this week 


Mather & Crowther 


Lid. have been appointed to handle the advertising for Ronuk Ltd., of 


Portslade, Sussex. The appointmen 


will take effect 


from March next year. 


The advertising for British Optical & Precision Engineers Lid., the 


yment manufacturing group wi 


be handled as logical divisions 


th n the Rank Organisation, 
led between two agencies It was 
kesman of the group has Stated t 


is to be 
by only one, but 
the interests can 


wwe ly handled 
they think that 


Basil Butler Ltd. have been appointe d to hand! e the GB quipments Ltd 


ness, less the company’s Dicto 
they will be responsible for the 
16 and 8 mm. 
culars, and still cameras 

‘egotiations are said to be in a 


r the GB-Kalee Ltd., 


istry 


hull Yaxa account 
\\l overseas advertising of Yaxa 
ng transferred to Alfred Bates 
on, Ltd., from January | 
‘xa products first came to this 
ry from Sweden at the begin- 
f this year when the launch 
id follow-up campaigns were 
lied by Alfred Bates 


Philishave on TV 


60-second film featuring the 
have dry shaver is being trans- 
d between the peak hours of 
and 10 pm on commercial 
very Tuesday evening 
o films are in use and are 
ned on alternate Tuesdays 
nts are Erwin Wasey & Co. 


e'll answer that media query 
We work so closely with the 
sent that, in a very real sense, 


r ofhce—fully able and most 


you in every possible way. 


E. W. PLAYERLTD. 


30, FLEET STREET, LONDON, E.C.4. 


The London Office 
for some of the best media 


in the Country 


cinematograph 


“very advanced stage” 
for the handling of the adver 
company responsible for equipment for the ‘film 


his means 
L library, 
equipment, film-strip projectors, 

with a second 
tising for the Dictorel equipment, 


NoveMBER 11, 1955 


Pre-Christmas 
boost for Pyrex 


James A. Jobling & Co., Lid., are 
conducting another heavy pre- 
Christmas campaign for Pyrex oven 
table glass Starting this month, 
half-pages in the Daily Express, 
large spaces in the Daily Mirror 
Daily Mail, national Sunday papers 
and full-pages in magazines are to 
be used. Agents: Stuart Advertising 
Agency Ltd. 

New Midland Bank 

. 
>» 
gift cheque 

The Midland Bank have started 
a new campaign for their gift 
cheque scheme and are introducing 
a new type of gift cheque 

Spaces are being taken in national 
dailies. provincial papers and maga- 
zines to announce the Christmas gift 
cheque. Agents are Charles Barker 
& Sons, Ltd. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


YAXA (overseas advertising) fo: 
Alfred Bates & Son, Ltd., from 
January 1 


RONUK LTD. for Mather & Crow- 
ther Ltd. from March 


GB-EQUIPMENT LTD. (less 
Dictorel) for Basil Butler Ltd 


NEW HYGIENE LTD., manufac- 
turers of household refreshers and 
germicides for Graham & Gillies 
Lid 


DISHLEX, modified automatic 
dishwashing machine soon to be 
manufactured by Scotts Enginecr- 
ing Co. (Newport), Ltd., on behalf 
of the Inglefield Group, for First 
International Agency Ltd 


A. B. BLANCH & CO., LTD., agri- 
cultural engineers ; BRISOL 
PLANT HIRE, machine contrac- 
tors; W. & A. EDGELL LTD., 
portable buildings, for West 
Advertising Ltd 


LODGE PLUGS LTD. from Janu 
ary |: ANSELLS BREWERY 
LTD. for Elliott Advertising Lid 


MERROL & CO. (ENGINEERS) 
LTD.: STANDARD METAL 
WINDOW CO.; and S. WIL- 
LIAMS (PATENTS) LTD., girder 
clamps, for Willington Advertis- 
ing Ltd 

AIR CONTROL INSTALLA- 
TIONS LTD., campaign using 
industrial journals, from Janu 
ary |; TELEPROMPTERS OF 
BRITAIN; and VACUUM 
CLEANER SUPPLIES LTD. for 
the Warren Seymour Co., Ltd 


AIRWORK LTD., freighting com- 
pany, for Gordon & Gotch Adver- 
tising Ltd. 


Campaigns 


CHILTON ELECTRIC PRO- 
DUCTS LTD. using London 
evenings and trade press for the 
Chilton Kub_ electric shaver 
(S. C. Peacock Ltd.) 

KESTOS LTD., using large spaces 
in Vogue, Harper's Bazaar, Tatler, 
Everywoman, Vanity Fair, Good 
Taste, Woman, Woman's Own 
and trade press for campaign 
starting February. (Robert Sharp 
& Partners Ltd.) 

KEEN ROBINSON & CO. LTD. 
using Radio Times and trade press 
for Robsweet. (Everetts Advertis- 
ing Ltd.) 


COUNTY LABORATORIES 
LTD. using large spaces in 
national dailies. including a half- 
page in the Daily Express, spaces 
in women's magazines and trade 
press for Bristow’s Lanolin Cream 
Shampoo. (G. S. Royds Ltd.) 


JAMES A. JOBLING & CQ., LTD., 
using half-pages in the Daily 
Express, large spaces in the Daily 
Mirror, Daily Mail, News of the 
World and the People, full pages 

colour in Woman, Woman's 

, Good Housekeeping, Ideal 

. Woman's Journal, Homes 

Garden and trade press for 

Pyrex. (Stuart Advertising Agency 
Ltd.) 

MIDLAND BANK LTD. using 
national dailies, provincial papers, 
general interest and class maga- 
zines for gift cheque campaign 
(Charles Barker & Sons, Ltd.) 


— ISHAVE, using 
TV. (Erwin Wasey & Co., 


PRETTY POLLY HOSIERY 
MILLS LTD. using national 
press and women’s magazines 
(Allardyce Palmer Ltd.) 


ROBINSON'S ROBINADE, using 
national dailies and general in- 
terest magazines for pre-Christ- 
mas campaign (C. Vernon & 
Sons, Ltd.) 


CHEMICO, using national maga- 
zines and newspapers in campaign 
Starting in January for household 
cleaner and Chemico Luxigro 
Tablet fertiliser. (Elliott Adver- 
tising Ltd.) 


DAVID WHITEHEAD furnishing 
fabrics, using full-colour pages in 
women’s magazines and large 
spaces in trade press. (The J 
Walter Thompson Co., Ltd.) 


BLAKES (NORFOLK BROADS 
HOLIDAYS) LTD. using 
national dailies and Sundays, pro- 
vincials, magazines and yachting 
press for new campaign starting 
1956. (ATA Advertising Ltd.) 


NATHAN’S SALES LTD. using 
trade and technical journals for 
their dairy and icecream equip- 
ment. (ATA Advertising Ltd.) 


MELTIS LTD. using national and 
provincial press and magazines 
for 1956 campaign for New Berry 
Fruits. (Willing’s Press Service 
Ltd.) 

BORD FAILTE EIREANN using 
national and provincial 
(Sun Advertising Ltd 
Napper, Stinton, Woollicy Ltd.) 


commercial 


Ltd.) 
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There's one-and-a-third born every minute! 


A startling proportion of this country’s consumer trade is done Come and talk to us 
on behalf of new people, just born. And let's not forget that the 
whole market is growing up each year. Thousands of people stop 
being school children and start being wage earners. 

Do you want to win the /ifetime loyalty of these people for your 
brand? Then your advertisements must clearly relate it to their We can make them 
real lives, their needs, their circumstances, their ways, and their WANT your product 
progress. Above all you must make it interesting to them. We can make it interesting | 


about that 
moving target of growing, 


changing people 


® 673,212 born in $25,600 minutes last year 


S. C. PEACOCK LIMITED incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET. LONDON, W.1. REGent 1081 
ALSO Al MANCHESTER: LIVERPOOL: BIRMINGHAM AND CHAPMANS ADVERTISING LIMITED, HALIFAX 
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ADVERTISER'S WEEKLY 


Marlon Brando was featured on 
the cover of Monday's Everybody's, 
tying up with an article by Merle 


‘Woman’ change 
page ad policy Fimo Kiarge space advertise 


ment appeared in the News 
Chronicle on the day of sale, and 
was supported by doublecrown 


ters 


Woman is to accept whole-page 
advertisements in monotone. subjcc' 
to space being available. next year 
This arrangement will begin with ™ 
the issue of January 7. 

” ” . 

The [Irish bloodstock = sale: 
(November 22 to 26) is among th 
subjects featured in a specia! Irish 
supplement to Horse & Hound's 
issue to-morrow (Saturday ) 

* * a 

In connection with th ebr 
tions next year of the Tercentensry 
of the resettlement of Jews in Great 
Britain, the Jewish Observer w' 
issue a special number on January 


* * 
the Punch Almanack for 1956 
yntains a humorous forecast for 
ich month of next year, written by 
different Punch writer. 
* * 


Next week's Picturegoer will in- 
‘ude a souvenir full-colour plate of 
chard Egan. 
* * . 

In next week's 62-page issue of 
iNustrated, on sale Wednesday, will 
n eight-page family health sup- 
nent This issue will be 


13. The celebrations wil! be und . - : 

. a pported by advertising in the 
ot eee — 8 iy Ras . nal and provincial press. 
January with an exhibition «: * * 


* 
Victoria and Albert Museun corations for Christmas will be 
opened by Viscount Samu ired in Woman next week. 
; * * 
> * 
The Datel issue of The Cars e latest issue of Harpers Export 
van will contain a review o! t Wine & Spirit Gazette in its present 


trends in caravan design ’ it completes four years of 
evidence of the exhibits } cation. The issue contains 124 
Motor Show and clsewhe: of advertisements, including 
* * * ilcolour pages. A supplement 
The December issuc « Lig sherry is available separately 
Craft will contain an s. 6d. per copy. 
review of the marine ex)! * * * 
this year’s Motor Show ihe first issue of the new Is 
* * * thly 66 will be published later 
The Northamptonshire [|< month. The magazine devotes 
Telegraph on Saturday car h issue entirely to one star, the 


topical page of cartoon ad 
ments which all had a [i: 
theme. 


of which is Gina Lollobrigida. 
issue will be supported by full- 
advertisements in magazines 


Hanover Square 


— Where the advertiser can command 


the writers and illustrators he needs 


TOWNEND-SMITH 


MITED 


HARDY 


Incorporated Practitioners in Advertising 
MAYFAIR 4847-9 


Big Picture Post reprint offer | - == 
to colour advertisers. 


-—— 
_——= 
—— 


Front cover of the first of occasional 
four-page news sheets which Hulton 
Press Lid. are to send out to adver- 


tisers and agents to keep them in 
touch with current activities within 
the Hulton organisation. It will also 
carry articles “of interest to those 
concerned with advertising, market- 
ing and selling.” 
* * * 


The Daily Mail review Farming is 
to be issued quarterly, commencing 
with the winter number, which will 
be on sale at the end of this month 
at Is. Each will be announced in 
the Daily Mail itself and publicised 
throughout the country. 

* - * 

The Hardware Trade Journal pro- 
duced a supplement to the Novem- 
ber 4 issue containing Purchase Tax 
tables covering the new rates intro- 
duced in the Autumn Budget. 
Extra copies are 2s. 6d. each. 

* = 

The November 5 issue of Chemist 
and Druggest contained some 24 
pages of manufacturers’ announce- 
ments concerning new prices result- 
ing from Purchase Tax increases in 
the Budget, and an editorial supple- 
ment giving new prices for over 
5,000 products. 


Rates increased 
The North Wales Chronicle group 


of five wecklics, North Wales 
Chronicle, North Wales Pioneer. 
Flintshire Observer, Holyhead 


Chronicle and Clorianydd are to 
have new advertisement rates of 14s 
per s.ci., against the old rate of 
12s. 6d. from January 1. The group 
recently installed a new Crabtree 
rotary press and modernised their 
works 
* * 


As a new service to readers, the 
Farmers Weekly is to describe and 
test new and current vehicles on the 
market. 

* * 

The Christmas number of The 
Field will be published later this 
month at 3s. It will take the place 
of the ordinary weckly issue. This 
number will be enlarged to 108 
pages 

* 7 * 

Average daily sale of the Daily 
Telegraph during October was 
1,057,755 

* * > 

The Birmingham Post published 
on November 4 an 18-page issuc 
covering the sccond day of last 
week's Midland tour by the Queen 
and the Duke of Edinburgh It 
included a six-page self-contained 
supplement on the £3,596,000 build- 
ing scheme for new colleges of tech- 
nology, commerce and art. It was 
the ninth Post supplement this year 


NovemsBer 11, 1955 


We Hear 


orporation has been 
ay that Middlees” County Coun- 
cil has approved 23 of its 36 cases 
submitted for challenge procedure 
in the borough under the outdoor 
advertising regulations, and will 
ee Sa oe S Pes 
month so as to facilitate dealing 
with them. 
* * * 
Torquay is examining the possi- 


bility of special advertising to 
attract off-season visitors. 
* * * 


First account for the Robert 
Freeman Co.'s new PR department 
is Lurex. 

* * * 

Keystone Knitting Mills (1928) 
Limited have produced a new 
stocking buyers’ guide. It contains 
information about all stockings, size 
range, colours, etc.. and also is an 
index to samples of cach of the six 
Keystone colours. 


Hard soap 


Thomas Hedley & Co., Ltd.'s 
Dreft and Fairy soap have been 
chosen as the washing powder and 
hard soap for the Commonwealth 
Trans-Antarctic Expedition, the ad- 
vance party for which sails this 
month The products are being 
supplied free 

* * - 

Stephens Advertising Service Ltd. 
have produced the 1956 edition of 
The Burberry Diary. Burberrys Ltd 
distribute it to their agents for pre- 
sentation to retail customers. It 
contains a calendar of the most 
important sporting and social events 
of the year. 

* * a 

A new 40-page catalogue of their 
current range of lamps and lighting 
equipment has been published = the 
Stella Lamp Co. oa. 


On cee # he British Rubber 
Development Board will be renamed 
the Natural Rubber Development 
Board. The alteration in title signi- 
fies no change in the Board's pro- 
motjonal activities. 

- 

Lintas Information Services have 
been appointed to handle press and 
public relations for Madame Jane 
Court, specialist corsetiere, of 
Knightsbridge and Harrogate 


Holiday money 


Lowestoft Corporation is to spend 
£2.960 on advertising itself as a 
holiday resort in 1955-56 


* a * 

D. A. Goodall Ltd. have been 
appointed sole representatives in 
the United Kingdom for The 
Montrealer, published in Montreal 
by the Passing Show Publishing Co. 

* * * 


The Southam Co.'s annual report 
has again won the Canadian Finan- 
cial World's Oscar for the “Best 
from Industry.” This is the third 
successive year that the Southam 
report has won this Canadian 
award. 

* * Sd 


Fibreglass are to launch a large 
scale van-poster campaign. handled 
by T. B. Lawrence Litd., this winter 
This has resulted from dealers’ re- 
quests for a repeat of a similar drive 
last year 

* * * 


Change of Reader's 
Ltd. to 25, 
Berkeley Square, London, W.1 
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CLASSIFIED ADVERTISEMENTS | EXICISCINn@ITETTm 


RATES : APPOINTMENTS VACANT, 3s. 64. per lime, 4s. per dispiny panel inch. 
APPOINTMENTS WANTED, 3s. por lime, 35. per display pansl inch. All other 
classifications, 4. per lime, 45s. per display pane! inch. Misimem, 3 lines. Box No. 
ART DIRECTOR charge, one fine plas is. covering - ete. Series rates on application : all D G 
advertisements ander seven insertions MUST BE PREPAID. Address “ Advertiser's 
Weekly.” 180 Fleet Street, Londos, E.C.4. CHAscery 8844 (Ex. 25). 


wanted - APPOINTMENTS VACANT Want more 


for growing agency with aie S acaat 9 The engagement of persons answering these advertisements mast 
ood national accounts. W m through 2 Local Office of the Ministry of Labour or « Scheduled Employmeat | 
— 3 “ m as ea bh Agency if the applicant is « man aged 18-64 inclusive or 2 woman aged 18-59% inclusive 1 st class 
eative man wit unless be or she, or the employment, is excepted from the provisions of the 
agency experience, able to Nouft of Vv jes Order 1952." 


buy artwork and lead a ts 
small studio. Artis 
Apart from press advertis- 
ing, a good deal of display 


Write or phone for an interview 
material and package de- PENTAGON WANT 
signing is involved, 
Canteen. 5 day week. Leonard Quy 


Studio Manager 
Our stoff is a happy one, and 


they know of this od. a More Lettering Artists The Design Group Ltd 


17-19 Foley Street 


Please write 


maagaeoe © Another Still Life Artist - 


Advertiser's Weekly 180 Fleet St €C4 Telephone: LANGHAM 


REPRESENTATIVE 7 RING INGLES OR GLADWIN 


PUBLICITY DEPARTMENT 
{-established, medium-size PENTAGON DESIGN SERVICES LTD : GER 6721 of eaginasting Ore 
selli: = ; Experience in typing 
tine «essential preterat 
Z @ Only good ones, of course with journal mak« 
req sired t gy 
wee tails « 
td Huch 1all Road, Notting- salary to 
= Tool 
ADVERTISEMENT REPRESENTATIVE ASSISTANT TO PRINCIPAL of ema! Gardens 
required fo group of Specialist Pub- Agency, with book-keeping and secre 
lications ymdon Publishing House tarial experience also knowledge of PRODUCTION ASSISTAN! 
Salary plus commission Full details press procedure Good aptitude may End Agency. Good know 
to mmend in absence { experience duction routine and at 
TYPOGRAPHY PRODUCTION Box 2252 Ad. Weekly 180 Fieet St BC4 but knowledge of book-keeping essen out rough adapts 
tial Write first, mentioning experience full details of ‘ 
and salary required t Humphrey required, to Rex Put 


Advertising Agency Applications REPRESENTATIVE Lioyd Publicity, 6 Rupert Street, W.1 131-134 New Bond S 
from non-agency men considered. 


Present staff aware of vacancy REQUIRED BY 
Send details and salary required to : 
LEADING SCREEN 


a 
Box 2338 
Auvertisee’s Weekly 180 Fleet Stecs | | PROCESS PRINTERS W a d d | C 0 rs 


He must have good knowledge 

cf the process and experience in 

dealing with Advertising Agencies , ‘ 

Remuneration on salary and com- require a young designer who 

COMMERCIAL ARTIST for mission basis. Write in first . ‘ 
Country Agenc able to er instance to 


po nS rs o> pa Box 2348 has had good Agency training 
uur Progressive post for right Advertiser's Weekly 180 Fleet St EC4 5 


Wr giving details of ex- 


Young man required by noted London 


2358 Ad. Weekly 180 Ficet St EC4 INVOICE CLERK with experience in and who feels he wants to 
FIGURE LETTERING ARTIST _re- : ¢ up charges to clier 7 req ured 
quired for small brochures, cutouts rap nding vertising 
and visuals, ct Reasonab c - Ager led f blockmaking ‘oO > ha . 
t Mr. Bloom, Eas London Printing | 0D cinting essential Excel take the next step up, to 
27 Bevis Marks, Lon ent pr ects Write t 
(Avenue 5607.) m 2171 4 Weekly 180 Picet St BC4 


work on a group of interesting 
WANTED TECHNICAL accounts. This position offers 


ADVERTISING PUBLICITY 
MANAGER An yr ~- vacancy occurs im the 


al Publicity Office of a leading 


eutaseres of cortmoving canis Write or ‘phone : 
FOR NEW ZEALAND ent, “situated 20 miles north of P 
have engineering background (prefer 
ably to National Certificate Standard) 


and will be responsible for writing and STUDIO MANAGER 


producing technica publications of 


arious kinds, including editorials for T. BOOTH WADDICOR & PARTNERS LTD 


the trade p Preterence will be 


nal accounts t f over 40 years PARK STRE 
" ximately three omy Superannuation Scheme = . aad 
ssibulity thereafter of per- | 1 giv full | reme 
aban £2,000 10 £2500 rite ing fu ' details of cxpe . LONDON W.I 
rding to experience and Osvenor 
dng, giving Box 2360 = _ 
30% 414. Deacon's P 
| | Advertiser's Weekly 180 Fleet St EC4 


Advertising, 36, Leadenhall St., E.C.3 


prospects and a good salary. 


International Oil Company desires to 
t 
t i Executive to 


‘Phone your classifieds 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


Situations Vacant : ** The engagement of persons answering these advertisements must 
be made through « a Local Office of the Ministry of Labour or a Scheduled Employment 


° Senior — Notification of Fy - st oe 


Owing to promotion of present media executive Aspro Limited, 
| E( H N i ( AL Slough, Bucks, require a 


FULLY QUALIFIED MEDIA MAN 


to be responsible for the planning, implementation and control of a 

very large advertising appropriation. The successful candidate will 

be responsible to the Home Sales Manager for all media matters and 

will work in co-operation with our own creative and market research 
Organisations and with the Advertising Agency. He should be 
2 capable of using information obtained from sales and market research 
Executive figures, formulating media policies and recommendations and be 
fully aware of the comparative values and costs of all forms of adver- 
tising media. Commencing salary £1,209 p.a. with good prospects 


in an expanding company and attractive pension rights. Write in 
confidence to Personnel Manager, Aspro Limited, Trading 


It is planned to cr ew senior post in Estate, Slough, Bucks. 
one of the larger « agencies for a man : — 
2 . . - JOHN MACKINTOSH & SONS, LTD.. LEADING STUDIO requires Artist 
with a wide ( nerience in the field have two vacancies on their outdoor specialising in Male Fashion to assist 
° jisplay staff. Experienced man. 25-35 them either as Free Lance or inside 
of technical «: Applications to Display Manager the Studio 
Chapel Field Works, Norwich Box 2289 Ad. Weekly 180 Fieet St EC4 
Director an zroup of unt 2 
anc ! ) ¢ ace Ss 
i & '"P CF Soe = to develop Studio for London Retail REQUIRED 
executives, b ble for the entire Shops. Fine opportunity for young New, easily completed Media with 
q . . . man or woman to progress in a rapidly great scope. All areas. Note 334% 
; operation of f mportant industrial developing group Commission. Superb, permanent op- 
i . ° . Box 2342 portunity for ambitious type. Write 
; accounts. Hy on will be in line , international Art Publications, 48, 
; : .. ‘ —— Advertiser's Weekly 180 Fleet St EC4 Waterloo Street, Leicester. 
with his resp: id there is no limit 
to the potent: of his development ADVERTISEMENT REPRESENTA.- COPY DETAIL ASSISTANT required 
; ; TIVE (male or female) for fashion in rapidly expanding agency Good 
His commerc: must be such as to trade weekly. Write prospects 
. - : Box 2308 Ad. Weekly 180 Fleet St EC4 Box 2350 Ad. Weckly 180 Fleet St EC4 
permit him to narketing and sales 
organisation, a city experience must 
have embrace f technical media. YOUNG 
Whilst not es engineering degree 


Recent elec- 
tronics expericn ld be a_ valuable 


additional ass: required by 
This is likely to be a challenging opportunity London Agency for 


for a senior man who may well have had 

Department rather 1 Agency experience. ENTERTAINMENT 
Age bracket proba! 40, but an older man 

would be gladly considered if he had really ADVERTISING 


had the right type of experience. The post is 
fully pensionable and a life assurance scheme and in particular the West 


is IN Operation. 
ae | End presentation of films 
Write, in strict confidence with fullest possible 


information, to The man we require must have a 
complete background knowledge of 
production, some creative ability, a 
knowledge of outdoor advertising and 
a pleasant personality. The right man will 
enjoy very happy. if sometimes hectic, 
working conditions and will operate with 
a great deal of freedom. 


. would be most id obviously a ready ACCOUNT EXECUTIVE 
r technical appre. a vital. ; elec 


Box 2364 a 
Advertiser's Weekly 180 Fleet Street EC4 Give fullest details and 
Salary required to 
Box 2389 


Advertiser's Weekly 180 Fieet Street EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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NovemMBer 11, 1955 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


PRODUCTION LAYOUT AND LETTERING ARTIST 
REQUIRED FOR FILM AND TY DISPLAY STUDIOS 


An original approach to cinema display material ° 
ee There is an 
Excellent opportunity for man with ideas and 
ability write : 

Director of Personnel 
GRANADA THEATRES LTD 
36 Golden Square 

London WI 


, opening in 


LARGE Technical Periodical Publishers YORKSHIRE AGENCY requires man 


have vacancies for young ladies with for Production Department, experi j 
good shorthand-typing speeds and enced layout Must be accurate ' 
experience of advertising make-up record keeper ar di infallible in making 

Excellent prospects high wages publishers’ deadline State age, ex } 
Apply perience and salary t& 

Box 2349 Ad. Weekly 180 Fleet St EC4 Box 2382 Ad. Weekly 180 Fleet St FC4 


STUDIO LORAYNE LTD. PRODUCTION DEPT. | 
First-class Lettering Artist eerie: teseiet Gena - cm i 


required immediately. knowledge on typesetting, foundry and 


. process engraving essential 
Ring GER 7934 ~ Ne pee 
nG i‘ ss ’ Phone R. A. Fielder j 
23 GOLDEN SQUARE, WI GRO 7971 for appointment 
SMART young Advertisement Repre- LADY required to assist and eventually 
entative required (male) for the head take charge of Media section of busy 
fice of The Sunderland Echo, Sun- medium-sized Advertising Agency 
jerland Good prospects Five-day Box 2371 Ad. Weekly 180 Fleet St BC4 
week and pension scheme Apply in SPARE. — LAYOUT MAN required 
confidence. giving full particulars, to for monthly magazine Telephone Or a | 
he General Manager FLE 1710 ‘d 


TWO COPYWRITERS 
burning with 


ypographer 


ambition... 


We want someone who has had a tew 
London agency experience. Who ts abl 


will have every encouragement out clear, precise type Mark-ups for press or prin 
and make intelligent adaptations 


to set Gordon & Gotch alight with 
bright ideas and copy themes for 


national campaigns. Good ae 
Write or phone.:- 


The Art Director, 

experience—but only good men. Foote, Cone & Belding Ltd. 

27 Hill Street, W.1 
Write to Personnel Director MAYfair 9181 

GORDON & GOTCH ADVERTISING LTD. 


75-79 Farringdon Street - London - £.C.4 


salaries await good men with agency 


‘Phone your classifieds to CHA 8844 (Ex 25) 


ee 
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CLASSIFIED ADVERTISEMENTS | 
ACME OF ENFIELD 


wire Siteations Vecaat: “* 
eq and coverage have vacancy in 


Point of Sale Designer for wales bo or she, or the employment, ls excested: fram the their Birmingham Branch office 
their Sign Dept. Studio Notification of Vacancies Order 1952.” _ o@ for top level and ambitious 
Must able to give 
modern treatment to desipn ADVERTISEMENT REPRESENTATIVE 
of signs and displays in with a creative mind and out- 
metal, plastics, wood and standing flair for space selling. 
wire. Ability to see idea: Actual experience of space selling 
through from roughs | may not be necessary if septicant 
; has been a commercial sales 
sae Grawings. representative with a successful 
ase write giving deta record. A live connection among 
of experience and sala’ | manufacturers and advertising 


Leading London Publishing House 
with a powerful group of publica- 
tions of nation-wide importance 


Young man required by small progressive Agency 
Some knowledge of layout and typography essential, 


| LAYOUT 


required to :— j but keeness and ability more important than wide agents in Birmingham and the 
i | , Midlands is particularly desirable. 
ACME SHOWCARD AND SIGN CO [1 } > . or Pp ) 
—"s SUOCRINGSVIATED thte Wows. Lif ago Write (no specimens, please), out- Write in strictest confidence to 
2 i BRIMSDOWN, ae inin ualifications an ary 
= gq Cc and salary, to Box 2391 
Envelopes to be marked |’ ; | Box 2344 


Advertiser's Weekly 180 Fleet St €C4 


= | Advertiser's Weekly 180 Fleet Street EC4 
GENERAL ARTIST with cr: | 
required for Agency Stud Y ] 
stating experience and s: 
a to Larder & Stevens Lid 
Street, E.C.4, of "phone | 


A PROGRESSIVE, medium sized West 
End Advertising Agency has opening 
for Acc« Executive secking scope 
for his activities with a well organised 

and co-operative team 


EDITOR is required for a quarterly TRACER ILLUSTRATOR, 


experienced 


Applicant 
© magazine, published by a lead in layout and tracing of electrical —s i be in the early oie wah, 
| industrial research organisation circuit diagrams from rough sketches a mal - keround of advertising 
; ’ Experience of layout and print pro- required to prepare quality line ex aliens e ” Ful details, please, in 
OUR SPACE SALESME FAON ene eed - some know- drawings for reproduction in technical yy ak a , , 
ran ge of the electrical industry would manuals Good opportunity for ex ae aa’ . 
ee an advantage Please apply, in perienced tracer who wishes to enter Box 2323 Ad. Weekly 180 Fleet St EC4 
as 25 COMMISS Or ng. to the Staff Manager (Ref a new interesting field Apply 
i" sv P/62), The Research Laboratories | preferably in person with sample of 
ay a The General Electric Co. Ltd, work, to the Personnel Manager MARKET RESEARCH 
‘. Graham Scott (Publisher st Lane, North Wembiey, Middiesex Sperry Gyroscope Co. Ltd Great 
; West Y _ 
Ee 122, Wardour Street, V\ canes ter Sead : est Road, Brentford, Middlesex A large West End Advertising Agency 
a ) : 
Phone: GERrard 24: a am amet 1s © RT M is looking for an Honours Graduate 
: - st in Publicity Department. Appli- ADVE ISE ENT (Male) in Economics and Statistics to 
SMART LAD required for should have some engincering MANAGER join its Market Research Department. 
Department of prominent kground and be capable of com- > . Applicants should have some previous 
company. Apply, in writir sales literature, catalogues and This opening on a National practical experience in this field, while 
; Wellman Smith Owen |! taining records, Agency or simi- Weekly commands a remunera- h Id of 
fare : Corporation Lid., Parne experience an advantage : tion of at least £1,500—£2,000 a wider experience in the world 
Witton Road, Victoria, SW 2354 Ad. Weekly 180 Fleet St EC4 commerce will be an advantage. The 


year and presents an excellent 
opportunity for a person now 
| | acting in a similar capacity who 


position calls for initiative and person- 
ality, carries a good salary, is pension- 
able and offers opportunities for the 


is desirous of a change 


Appli- 


| | cants must have entrée to National 
Advertisers and be capable of 


future. Apply with full details to : 


Box 2324 


negotiating at the at level. 
Please write stating FULL par- 
uculars to 


Advertiser's Weekly 180 Fleet St EC4 


3 | TWO YACANCIES 


desirable salaries. Both must 


have at least five years’ agency 
experience. If you have these 
qualities and the enthusiasm 


to match our own 


"phone the Personnel Director 


LONDON - E.C.4 - FlEet Street 4030 


GORDON & GOTCH ADVERTISING LTD 75-79 FARRINGDON STREET 


with creative 
ability 


required to work ona 

wide variety of 

interesting national accounts. 
Must be able to execute 
quick visuals and finished 
layouts of a high standard. 

A good knowledge of 
typography essential. 


MAN (or Woman) 
| 


Apply for appointment 
to Managing Director 


FREDK. ALDRIDGE LTD. 


1, Whitefriars Street, London, E.C.4. 
| Tel: PLE. 6444 


N. N. PAMPEL & CO., ae org OPERATOR. ~——— 
Kingsgate House, achines, required for Publicity 
FOR | 115 High Holborn, Department | { Motor yl - 
| ondon, W.C.1 teresting and varied work, good con- 
| 3 nd ven ae dition Write 
age . : Box 2384 Ad. Weekly 180 Fleet St BC4 
TRSSUCHION SESRRE. Wet | YOUNG CAT AGMEEANE soquibed 
VERSATILE VISUALISERS class cnouteden of blocks and type- for Editorial Department of well- 
7 | setting hon t Sate. Gp Skeet known firm of publishers. Intelligence 
~~ Oe 200d education essential w- 
without supervision on very busy ~ & ; Be - e " viel — 
ro of acen ts Write statin cage oO Nngiis iiterature an ac - 
cmpedenes onl wien te ; a tage Write Box 1215, ——— 
| ~aee : a Advg.. 64 Finsbury Pavement, Lon- 
. : . Box 2117 Ad. Weekly 180 Pi St EC4 > 
Both musi nal thinkers | ons 9 om jon. E.C 2 
| 
and high!, competent crafts- | YOUNG TOO YOUNG 
men to justify two highly LAYOUT 


AT = 


Perhaps, but if you are around 
this age level, happen to be a 
top-class creative artist with 
substantial agency experience and 
wish to join the Publicity Depart- 
ment of an internationally re- 
nowned industrial organisation, 
then you could be our man 

We seek an agency man to lead a 
creative studio, situated in a 
north eastern suburb of London, 
to produce layouts for press 
advertising, sales brochures, ex- 
hibitions and general sales pro- 
motion materials. Salary is open 
to discussion but will be appro- 


priate for a person of respon- 
sibility having the necessary 
q tions. 

Box 2343 


Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 
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CLASSIFIED ADVERTISEMENTS 


YOUNG 
LAYOUT ARTIST 
wanted 


Salary about £500. Canteen. 
5 day week. National 
accounts. 


Box 2341 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED LAYOUT ARTIST 
required for press and print. Perma- 
nent position for versatile man. Five- 
day week. Write, stating age, experi- 
ence and salary required, to Art Direc- 
tor, W. Hopwood & Co., = va 67a 
Mosley Street Manchester, All 
letters acknowledged 


SPACE SALESMAN 


Required in the London area to work 
on Household, Automobile or London 
Entertainment Publications. Previous 
experience absolutely essential. A 
permanent post with great possibilities 
in an expanding company for man of 
intelligence and vigour—salary, com- 
mission and ex 

Write giving fullest ‘particulars. 


Box 2340 
Advertiser's Weekly 180 Fleet St EC4 


ARE YOU A YOUNG ARTIST feeling 
cramped ? Then write to a smal) but 
expanding agency offering a variety of 
work in the trade, provincial and 
technical press. We will value energy 
and readiness to share our ideas of 
urgency above formal experience 
Box 2352 Ad. Weekly 180 Fleet St BC4 


Interesting opportunity 
for ambitious 


TYPOGRAPHER 


Crane Publicity require another 
Typographer, capable of pro- 
ducing quick, accurate type 
mark-ups and adaptations. 
Pleasant working conditions. 
Five-day week. Write or ‘phone 
CRANE PUBLICITY LTD. 
ADAM HOUSE, 
|, FITZROY SQUARE, W.1. 
EUSton 8061. 


ADVERTISEMENT 
TIVE (aged 30-40) required for 
national monthly journal published 
London. Must have proved sales record 
and agency contacts. Salary £476 p.a.. 
commission and expenses. Must be 
ex-Service. Write 
Box 2237 Ad. Weekly 180 Fleet St BC4 


REPRESENTA- 


| 


APPOINTMENTS VACANT 


ARMSTRONG-WARDEN LTD. 
require a 
SENIOR MARKETING & MARKET RESEARCH EXECUTIVE 
University Degree or equivalent essential. 
Apply to Secretary 


ARMSTRONG-WARDEN LTD. 
69 NEW OXFORD ST., LONDON, W.C.1 


YOUNG LADY TYPIST required in MASSEELEY OPERATOR «a Central 
the progress office o est London Display Department Leatherhead, 
Printers Agency or printing office South Eastern Electricity Board is 
experience would be an advantage ee to operate Masseciey machine 
Renart Studio Ltd, 9% Cherington on own initiative Training would be 
Road, W.7 given to suitable applicant with know- 

edge of typ graphy and layout 
Annual salary £215 at age 17, rising 


to £410 or to £495, according to age 
l ETTERING educational qualifications and ability 


Superannuable Applications to 


M. W. Hime, A.M.LELE PLES, 
ARTISTS Central Display Department, SEE- 
Board, Bridge Street, Leatherhead, by 


November 23, 1955 


We have vacancies for 
junior and experienced men, PERSONAL SECRETARY (shorthand- 
the conditions are attractive, typist) for interesting position in 


the work is of the very abuiciy — ~ Pee — A, 
ikl sa oO ctor 

highest standard. Pop in etc an advantage This position 

and see us, or, give us a offers exceptional interest and oppor- 

ring. tunity Five-day week Write, with 


full particulars of past experience and 
present Salary to 


Box 2351 Ad. Weekly 180 Pieet St BC4 


ART IN MARKETING LTD. 
102-5, Shoe Lane, E.C.4. 


ADVERTISER'S WEEKLY 


im APPOINTMENTS VACANT 


ASSISTANT 
PRODUCTION MANAGER 


if you want responsibility and che 
opportunity to develop your talents in 
an expanding London Agency—this « 
your chance. Working knowledge 
of process, typography and familaricy 
with agency press schedules essential 
Age 23—25. Commencing salary £10 
5 day week. 

W you believe this is you—send ful! 
details to 


Box 2374 
Advertiser's Weekly 180 Fleet St EC4 


ADAPTATION ARTIST reo d 
Fleet Street Agency. Interesting « 
varied work in idea! conditn 
telephone FLEet Street 2416 


ADVERTISEMENT MANAGER 


experienced in the field 
machinery and machine to 
for monthly journal. Com. | 
mencing salary £750 plus com 


— 


mission. 


= 1a het in confidence to 

Director, 
Publlenione Led., 4, 
Circus, E.C.4. 


Sawe 


Ludgar 


COMMERCIAL TEI EVISON. 
duction Manager req 
experience of live 
be capable of 
bility 


and f 

aking 

Please send { 

ing salary required \ 

treated in strict confiden 

Box 2380 Ad. Weekly 180 HH 


Fleet Street 2526. 


BOOK CLUB 


organisation requires 
capable man or woman as Manager 
accustomed to staff control and busi- 
ness promouon Four-tigure salary 
with itstanding opportunities of 
adva ment Write, stating qualifi 
cation 

Box 79 Ad. Weekly 180 Pleet St BC4 


Sales Promotion Expert 
and Visualiser 


wanted with ideas, experience of hair- 
dressing, selling and merchandising 
Good salary to right man. Apply giving 
full details confidentially to : 


Box 2361 
Advertiser's Weekly 180 Fleet St C4 


expanding Overseas Advertising 


enquiring mind, a 


SENIOR 
PRODUCTION 
VACANCY 


Age 30-35 with at least $§ 
years’ experience in agency 
“ Production.” Capable of 
assuming responsibility and 
with the ability to control 
others. Knowledge of * print’ 
desirable. Good working 
conditions. 5-day week. Write 
giving full details of experience 


and salary to 
Box 2373 Adam House, 1, Fitzroy Square, 
Advertiser's Weekly 180 Fleet St Eta | wa. | 


Agency | 
Box 2397 Ad. Weekly 180 Fleet St BC4 


INVOICE TYPIST 
required 


for space and block invoicing, 
must be reliable and accurate at 
figures. Previous agency ¢x- 
perience desirable. 


Good salary and working 
conditions, call :— 


Crane Publicity, Ltd., 


COPYWRITERS 
at the L.P.E 


We have some good senior copywriters 
at the L.P.E. and some promising 
young trainees and juniors, but we have 
room for at least one more middle- 
range man—with, say, 4 or 5 years 
ASSISTANT EXECUTIVE required for | useful agency experience, a lively 
feeling that 
advertising is still a creative job, and 
an ability to work in a team. 

Waite to us about yourself and your 
recent life history if you think you are 
in the four figure class. 


The Director of Production 
THE LONDON PRESS EXCHANGE 
110, St. Martin’s Lane, London, W.C.2 


LIMITED 


Phone your classifieds to CHA 8844 (Ex 25) 
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| CLASSIFIED ADVERTISEMENTS | ESQIICEISNZ=0 


| The Avon india Rubber Co. Ld. COPYWRITER 


PUBLICITY DIVISION Siteations Vacant : cai eagagement of persons answering these advertisements mast 
be made through 2 Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the ee is a man aged 18-64 inclusive or 2 woman aged 18-59 tastasive a ge eee — wanted by — 

wish to engage a Publicity Assistant ° he or she, or the employment, is excepted from the ovrovisions of nd commercial organisation. Good 
an efficient cath ait & Gecive for Notification of Vacancies Order 1952.” knowledge of layout, production and 
printing processes required together 


permanence—to control «4 section f 
handling exhibitions, print, motor race | ee ability : . a English 
publicity, dealer aids and packaging | rite giving full details of age, ex- 
co-ordination. Applications to Publi. | | Assistant to Publicity Manager perience and salary required to 
city Manager, Melksham, Wilts f di Box 2390 
marked Personal, giving full details | | of rapidly growing engineering company 
; | Advertiser's Weekly 180 Fleet St EC4 
and salary required. ' eekly ee 
i ' 
LD VEETUDEBENDS a Pit An interesting and varied job is offered an all-round 
| 
TIVE aoe ~x wm... PRESENTA ateemaing man with initiative and a sense of respon- LEADING Men's Clothing Manufac 
jae ny Aw Good a { sibility. he outstanding requirement is an ability to turers seek a young man experienced in 

. eacellent prospects for — ~ write good concise English and be able to grasp the the preparation of displays and point- 
; the right sort of personali: essentials of technical subjects. The duties include of-sale aids. also able to see a job 

4 tacting at top level. Salary | advertisement and printed matter production, editorial through all its stages. This is a newly 
: week. Particulars of age a ‘ ’ writing, exhibitions, etc. A knowledge of layout and ae sega rag affording excel- 
ence, in strict confidence, 1 typography is desirable but work is not taken beyond a Tones ins semscns Wm s- 
Box 2553 Ad. Weekly 180 F t ! the visual stage Anvil av a 7 ya es 
<1. : bcauions wit riet ietails t 
Working conditions are ideal in a modern factory at experience to date, to a 2 
raw! mx 2367 : 
ie Bina Princes —— ae A “pons | housing will Box 236 Ad. Weekly 180 Fleet St EC4 
invite applications for pos ually available required. YOUNG ARTIST. Advertising Depart- 
PUB RELATI SECRET: . Write stating age, experience and salary, to ment of world-wide organisation re- 
v : 
LIC ONS quires a young man, completed N.S 
} Box 2375 with art school training He must 
Staff appointment, pensic have ideas and be capable of original 
commencing salary according : ’ line drawings An interesting job 
experience. Candidate should © Advertiser s Weekly 180 Fleet Street Ec4 with a good future for the right man 
group 25-35, have knowledge Salary £7 to £8 pw according « 
and ability to write; experie experience Write to 

different aspects of public H LLY CAPABLE SECRETARY rec- ADVERTISING DEPARTMENT. laree Box 2370 Ad. Weekly 180 Fieet St PC4 
s desirable. Details of educar d by Director of small, fast- manufacturing organisation with West OURS IS A HAPPY AGENCY, whos 

qualifications and experience ‘ wing to medium, London agency End offices, requires Assistant aged policy is sincerity And on y* 

p mitted in writing to the c agency or advertising depart- 22-26 with knowledge of print produc- en y for = Re aaeat tie ane 7 
fs B.F.M.P.. || Bedford Row, © « t experience, not too specialised tion and blocks. Must be adaptable one tile then. one = th a eg 
‘ . 2 iid help. Initiative, energy, brains to varied work. Five-day week. Can ri k hi belief = pt with 

Y t ! t o s ons , . = ® 
o REPRESENTATIVE = require vity are essential Write fully tenn Ss poe Applications, with technical knowledge of all its aspects 
" . sae uding salary required. to details of age. previous experience and - 
important trade associat) and combine a flair for ideas with 
operating mainly in Lo « 2383 Ad. Weekly 180 Fleet St EC4 salary required. to integrity It's a new agen growing 
Only an experienced pers t(! PRESENTATIVE for feature adver Box 2381 Ad. Weekly 180 Fleet St EC4 growing The prospects for the right 
— with pape of the g. for po mary and allied in man have few limits! Write Michael! 
trades, can considered = § ests, in exclusive general export Wilson, Managing Director, Northern 
Os Se commission. Apply to Ba jety publication. Commission and SENIOR Publicity Lid., 8a-l2a Queens Arcade 
oy cations Ltd 20 «~—Bedfor penses. Write Leeds, 1 
“e W.C.2. Cow 2at1/2 x 2392 Ad. Weekly 180 Fleet Sc BC4 ADVERTISEMENT REPRESENTATIVE ADVERTISEMENT MANAGER, preter- 
required by leading National News- =o F a gues Toemeee ot 
paper. Four-figure salary and an attrac- pear and trade advertizing accounts 
Z y — tive career will be offered to the right — J _ —aown trade monthly 
4 } type of man. Applicants should be not on Jor 1. State salary, experience 
more than forty years of age. Write in and space-selling record 
_/4 strict confidence to Managing Director, Box 2387 Ad. Weekly 180 Fleet Sc EC4 
ADVERTISEMENT REPRESENTA.- 
Box 2362 TIVE with good connections in indus 
° . try and with agencies, required for 
im Advertiser's Weekly 180 Fleet St EC4 new. strictly specialised industrial pub- 
i\ ‘ rou ications with no competition Com 
8 — mission and expenses. Write 


RETAIL STORE ADVERTISING. Box 2393 Ad. Weekly 180 Fleet St EC4 
Applications are invited from com- | CLERK ASSISTANT (typing essential) 


‘> >! - petent and thoroughly experienced for accounts section of Production 
7 tC men or women for interesting position Department in London advertising 
a iX controlling and preparing the advertis- agency Five-day week, three weeks 

ing for Group of Stores in Southern holiday with pay Pension scheme 

England—Headquarters London. Write Near N. London trolley bus terminus 

full details of age, experience and and Holborn Viaduct Railway Station 


. 
> salary required to Box A.W.337 "Phone Secretary for appointment 
youl 1g CODYWTI er cio 191 Gresham House, E.C.2 CENtral 6481 


He—or she (if a bright young woman with a sense of 
responsibility fancies working on accounts varying NATIONAL NEWSPAPER GROUP 


from the feminine to the downright technical)—-should 


have at least”two years’ agency experience as a copy- requires copywriter and ideas man for Publicity 
writer and possess the ability not only to write but to Department in London. A_ stimulating and 
think creatively in terms of campaigns rather than satisfying job with first-rate prospects for the right 


individual advertisements. If you think this is the job 
for you, write, giving your age, details of experience 
and anything else you feel would be of interest to us, 
including the salary you think you are worth, 


man. Full details, which will be treated im the 


strictest confidence, to 


Box 2396 
L. A. G. WILLCOCK Advertiser's Weekly 180 Fleet Street EC4 


THE LONDON PRESS EXCHANGE LTD 
110 St. Martin's Lane, London, W.C.2. 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


' SHOW CARDS, CUT-OUTS 
ALL ROUND APPOINTMENTS WANTED IM FREE LANCE SERVICES AOVERTINNS FOLDERS 
photo-litho process plant) 

1 AM OVER 40 CARILLON PRESS LTD. 
seeks position where expert FREE-LANCE Pine Colour Printers, Bournemouth. 
knowledge of production and I have 9} years’ post-war Agency ex- Telephone Boscombe 36835. 
print could be used to the full. tems me, cm = or ARTISTS toadee —. msbury Sq. 

“ ‘SS yi born 
Experience in copywriting and competent Copywriter, — 4 a good = = 
contact work plus ability to sense of Lay-Out, I have been “through ai , VITREOUS ENAMELLED ADVERTIS 
produce own ‘“‘scribbles"’ and the mill” in a Production Dept. I have Spectansing in ING PLATES required Stead “ 
ideas also had Contact expenence, and have of orders averay 1) per mo 
= b h a fair knowledge of Media and the FIGURE & ILLUSTRATION Write 
& joo sooner than Accounts side of Agency practice Box 2376 Ad. Week £0 Fleet St PCa 
an inflated salary is the first At present operating on a large for advertising 
consideration. National Account in the Electrical and 
Radio field, I seek a position as a 
Bor 2346 Copywriter or Aosounn Executive in contact SPEEDY PRINT SERVICE 
: a Technical Agency , — 
Advertiser's Weekly 180 Fleet St EC4 oe wen ase Kaw amon a please write THE TUDORART AGENCY at ow wg DA EK ~~ 
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STOP PRESS 


ELECTRICITY ADS CUT 
IN SCOTLAND 


Expenditure by South of Scotland 
Electricity Board and North of 


% Se . "es Ze , Scotland Hydro-Electric Board on 
promotional advertising is to be 
reduced by £11,000 and £3,900 per 
annum respectively. 

ol al a vert ABC Television Lid. will start 


transmissions of week-end pro- 
grammes from Lichfield in Feb- 
ruary, announces Howard Thomas 
(see page 3). The Lancashire station 
will be on the air before end of 


spring. 

Orders for time have already 
been received by ABC from 
“dozens” of advertisers. Detailed 
programme schedule will be avail- 
able soon after rate card is out. 


Latest news of advertisement 

| bookings from two London TY 
contractors is: 

Associated - Rediffusion Ltd. :— 

Until December 31: peak time—90 


g. per cent sold; 7-8 p.m. and 10-11 
| pam.—95 per cent and 40 per cent 
respectively. Until Easter: “Much 
the same.” Number of advertisers : 

“Over 200.” 
Associated TeleVision Ltd.:— 
Until December 31: peak time— 
98 per cent sold; 74 p.m.—94 per 

cent 


; 930 p.m. = per 
P : cent; Sunday ternooas— 
THE magazine for management and production executives ; devoted | eumte Saturday jslternoons 33 oe 
: : cent. at aster: 
to efficiency in industry, commerce and the public services. | ve I stvetser 


: 
5 
ii 


revenue from om —% d t first 


manager ’ 
Mail”; A. B. B. Coaten, assistant 
manager of the financial depart- 
ment of Associated om age 
Ltd.; and R. A. Humphries and 

W. H. Hammersley, Associated 
Newspapers Lid, have all been 
seconded to Associated-Rediffusion 


)00 to 11,000 in three issues! 


Our top level readers in al! member firms of the 
Federation of British tndustries, loca! authorities and 
hospital management committees went it this way. 
They represent the strongest trade and industrial 
purchasing group in this country. 


programme and 
advertisement director of Associated 
Newspapers Ltd. 


| New additions to the executive 
staff of John Hobson & Partners 
Ltd. are: Peter Cooke from Col- 
man, Prentis & Varley Ltd.. where 
he was studio controller, and Tony 
Davies, as marketing executive, 
— ry Rumble, Crowther & Nicholas 
A 


Tom Sumner, sales director, 
Mars Ltd. will talk on “What of 
the sales manager?” to London 
branch, Incorporated Sales Man- 
agers’ Association, Livingstone Hall, 
St. James Park, next Wednesday, 
6 for 6.30 p.m. 
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